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Heavy Shoes for Work and Sport 


Now is the time of year for the mer- 
chant to increase the traffic in his store. 
Whether we have wet weather or no, 
there is a seasonal business that fills IN THIS ISSUE 
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the need and use of the goods. 
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THAR’S GOLD IN THEM THAR FOOTHILLS _ NEWS 
FROM THE FOOTHILLS 





S-h-h-h. We’re told those 
nudist colonies were started 
by reformers determined to 
reveal the bare facts. 













/ | OUT OF 
want it 

but only Hill dealers are 

supplying the demand for 


OLYMPIC 
STYLE APPEAL?—yes—Olympic has all the earmarks 





of custom footgear. Narrow custom toe—high instep— It'll be a long time before 
smart perforations—Callun’s Norwegian Veal in tan and you get your feet on the 

, ground if you wear Hill Shoes. 
black. Yes, smart but not extreme. 





FITTING APPEAL ?—we'll say so. Our crafty last * 
makers have fixed the wood to fit broad, non-aristocratic : 
feet without losing one iota of the aristocratic look. That 6 Sow ero the: Rocuntovation 


Finance Plan—but most of 











is unusual. us still use the Morris Plan. 
VALUE APPEAL ?—Your customers will hardly be- n 
lieve you can sell this shoe for five dollars. They'll want 


it so badly price will not matter, anyway. Seth i ites eee 


No. 550—BLACK 


No. 650—TAN 
Both Galiun’s ee i be 
) 


lete line of men’s shoes 
p 







IN-STOCK dress, sport and snappy 
(Usual Terms) ° 
A test order of a dozen pairs will PROVE you need ‘patterns—to retail 
this shoe in stock regularly. 


HILL BROS. CO. $4 to $5 
HUDSON, MASS. 


When writing advertisers please mention Boot and Shoe Recorder 
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The VOICE of the TRADE 


Radio retreats 


from its quality standard to the 
extent to catering to “price.” Now 
William S. Paley of the Columbia 
Broadcasting network says: 
“The advertiser shall be entitled 
to mention price in his program, 
within the following limitations : 


“Not more than 2 price mentions 
on a 15-minute program, provided 
that: the total length of all ‘sales 
talk’ shall not exceed 1% minutes. 

“Not more than 3 price mentions 
on a 30-minute program, provided 
that: the total length of all ‘sales 
talk’ shall not exceed 3 minutes. 

“Not more than 5 price mentions 
on a 60-minute program, provided 
that: “the total length of all ‘sales 
talk’ shall not exceed 6 minutes. 

“It is understood that these price 
mentions will be the price or prices 
of the article or service advertised, 
and that no competitive or compar- 
ative prices are to be mentioned.” 

It is a pity that the battle of 
price must now be carried over the 
air channels. The “blurb” of di- 
rect selling has been creeping up 
on the entertainment time in so 
many broadcast “hours” that the 
advertising value of ear attention 
has been destroyed by sales pres- 
sure. Price mention will soon lead 
to bargain exaggeration. What a 
pity! What a pity! 

is BM 


H.: any shoe buyer 


noticed that finishes on soles are 


getting harder, finer and clearer. 
There’s a reason. Makers of fin- 
ishes have succeeded in pounding 
pigments so fine that they can pick 
up 200 particles of them on the 
point of a needle. These particles 
are dissolved in the liquids, and 
the mixtures penetrate deeper into 
the grain of the leather. [urther- 
more, they spread with a thinner 
and firmer coat. 
* * * 


 -_ for better 


merchandise continues to be re- 
ported. Definite evidence confirm- 
ing this is given by Fred Blatz of 
the Amalgamated Leather Co., 
Inc., in which he said: “During 
our stay at the Tanners exhibit we 
were favorably impressed with the 
interest displayed in better leathers 
and the improved attitude toward 
quality. We see in the picture for 
Spring a new shade of dark brown 
which, it was stated in Mrs. Mar- 





garet Hayden Rorke’s address be- 
fore the color conference, was be- 
ing adopted both in England and 
on the Continent as well. This 
new trend has been reflected in 
the inquiries we are receiving for 


this color.” 
x ox 


Md 
Ou prices 


are losing their sales appeal,” a 
merchant writes to us. He recently 
decided to sell all numbers selling 
at $2.95 for $3.00. The result was 


“that business picked up decided- 
ly.” 

He endorses the Recorper’s 
slogan: “We won't get back to 
regular business at regular prices 
until we get back to regular stores, 
operating in a regular way.” 

* 


The biggest boy 
in the country made publicity for 
the Williams Shoe store of Rolla, 
Mo. This fourteen-year-old giant, 
Robert Wadlow of Alton, IIL, 
weighs 335 pounds and is 71% feet 
tall. He wears a size 34 Peters 
shoe. A Ford sedan drove up to 
the store, with Robert occupying 
the whole rear seat. He was on 
his way back to school. 

A party was held at the store 
and approximately 2500 towns- 
people and farmers crowded and 
pushed their way into the store 
during the two hours’ reception. 

It was a great stunt, proving that 
the store was capable of fitting all 
sizes up to 34. 

k ok x 


Boston Merchants 
have set a quota of $60,700,000 to 
be bought between now and Dec. 
1. Carl P. Dennett, chairman of 
the banking and industrial com- 
mittee of the first Federal Reserve 
district, was informed by the exec- 
utives of the leading retail stores 
that 50 per cent or 60 per cent of 
these orders, representing staple 
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goods, will be placed at once. Mr. 
Dennett says this retail quota will 
have a stimulating effect by giving 
the manufacturers a back log and 
providing insurance to employees 
that work will be available during 
the holiday season. 
x * * 


The October Ist 
dollar will buy $1.55 worth of 
goods in comparison with the 1926 
dollar. A Chicago investigating 
organization discovers that food 
' costs are about the same as 1913. 
Clothing sells for 1916 prices and 
rents are down to 1919 levels. 

+0 4 


p opularity of the 
brown buck oxford for men the 
past season has opened the door for 
both gray and black bucks, as ob- 
served in several Eastern factories 
of late, followed by the report of 
one well-known firm. This con- 
cern declares the return of the 
gray flannel trouser or “slacks,” if 
carrying over to next Spring (and 
the likelihood appears quite cer- 
tain), will unquestionably carry 
with it the gray buck oxford. Keen 
buyers, however, want to see a far 
better acceptance for the brown 
buck before they start factories 
cutting the buck of gray hue. 
Several factories stock a_ black 
buck, but this shade for men has 


yet to click. 
* 
| 


Marlin Pew 


of Editor & Publisher, writes for 
all newspaper men to read: 

“For understandable reasons, 
shoes form a bond of human sym- 
pathy. None so destitute as the 
barefoot man; none so abjectly 
miserable as the person persecuted 
by old, wornout or misfitting foot- 
gear. In the civilized world it is 
about as bad to be without 
shoes as without legs. Brisbane 
once wrote a poignant editorial 
classic about a baby’s lost shoe, 
which he had picked up in a 


* 
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IMPROVEMENT 


—Reports coming to us every day now 
would indicate that many retail stores are 
showing an increase in both pairage and 

ollars. 

—And, what is more important still, buyers 
are not searching for cheap merchandise 
but for better merchandise. 

—The public will buy more confidently with 
prices moving up to a wholesome profit 
zone. 

—Insist on making and giving a living 
profit and you'll be doing your important 
share in accomplishing normal business 
recovery. 


Saint Te 


President. 





crowded street. H. G. Wells’ es- 
say on shoes remains unforgettable. 
Clever German and Russian movie 
directors know how to suggest 
dramatic story effects by photo- 
graphing the feet of their sub- 
jects. Shoes may be an accurate 
index to character. 

I am touched today by a story in 
the Boston American about a 72- 
year-old man who stole a pair of 
shoes. His name is James Steen- 
burgh and many years ago he was 
sentenced for life to the State 
prison for robbery. In 1914 the 
man was paroled. For 18 years 
he led an exemplary life. Recent- 
ly Steenburgh lost his job to a 
machine and used up his savings. 
In desperation he stole a pair of 
shoes. On being rearrested, he 
begged the police to record a false 
name to keep his wife and child in 
ignorance of his shame, but the 
wife was promptly informed. 
Through her, Managing Editor 
T. A. Robertson and City Editor 
John A. Malloy, of the American, 
learned of the case. The aged man 
was sent back to the penitentiary, 
to end his days. However, a hu- 
man interest story, describing the 
pathetic incident, aroused the Gov- 
ernor’s Council. It immediately 
convened and approved a new pa- 
role. The feat was achieved in a 
single week and James Steenburgh 


is now back with his family. It 
seems to me this is a good use of 
newsprint. It’s the kind of story 
readers possessed of hearts and 
bunions do not forget.” 

* * * 


Oaa shoes! 


About 20,000 pairs of the stock of 
A. E. Little & Co., Lynn, was sold 
at auction a recent day and the 
collectors were there to gather up 
odd shoes, as well as the dealers 
to gather up shoes of current style. 
Among those gathered by the col- 
lectors were these, mention of 
which may refresh memories with 
many a shoe retailer: 

A pair of bicycle boots that laced 
nearly knee high, of the days of the 
song “A Bicycle Built for Two.” 

A pair of white buck boots, that 
also laced near knee high—women 
once wore them right through the 
Summer. 

A pair of dress boots, with pat- 
ent colt vamps and pearl gray 
suede tops. 

A pair of dress sandals, five- 
strap pattern, of bronze kid, with 
beads of bronze all over the straps 
and the vamps. 

A pair of walking boots, with 
stout welt soles, fair stitched along 
the edge, and with a 12/8 heel, 
whose sides are concaved to the 
hour glass contour, and whose top 
lift is shaped like a flat iron, nose 
to the rear. 

x * * 


H. Stewart Atwood, 
buyer for H. A. & E. Smith of 
Bermuda, attended the Tanners’ 


HE BE 
ONRMUPA yy" FOR 











show and told of the increasing 
market for white shoes the year 
round and of the natural develop- 
ment in Bermuda of sports foot- 
wear the year around. He buys 
fully 60 per cent American shoes 
and only the best in quality for his 
store. He depends upon perma- 
nent inhabitants of Bermuda for 
his business and anything less than 
the best “won’t ring repeat busi- 
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ness.” He-anticipates his biggest 
beach sandal year in 1933. 


* * * 


: A: the Leather 


Opening and Color Conference, 
J. J. Lyons, chairman of the ex- 
hibit committee, is always genial 
host to the visiting celebrities. So 
when HIZZONER the mayor of 
New York dispatched Mi£lton 
Strassburger, assistant corporation 
counsel of the City of New York, 
to hurl the words of welcome, 
Jimmy Lyons conducted the tour 
of the tanners exhibits. Mr. Strass- 
burger showered laudation upon 
the constructiveness of the leather 
industry. In his opening remarks 
the acting welcomer said: “You 
are in a very soleful business, a 
position not enjoyed by many in- 
dustries.” 





Mach croaking 


has been done in recent months re- 
garding the hope that frog skins 
would with proper promotion, put 
a new style uplift in the shoe 
trade. Well some of the giant 
frogs whose peace of life was seri- 


ously interfered with when Dame - 


Fashion ruled that for appliqués 
and trimmings friend frog would 
be more useful on footwear than 
journeying about in the jungles of 
Central America and Brazil. 

Several stores have featured 
them during the past week and 
Fifth Avenue croaks its footwear 
styles in no uncertain terms. An- 
sonia stores develop a large pro- 
motion campaign on frog shoes 
featuring the opera pumps at 
$4.98. 

Wort a material, Wort a ma- 


terial. 
x * * 


C, Chatter itor, 


popular South Shore manufacturer 
continues to reign as Brockton’s 
yachting king, through his victory 
at the helm of his racing yacht 
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“Myboy,” which registered a clean- 
cut victory recently at the Duxbury 
Yacht Club, in which many fast 
boats were entered. For many 
years the president of the C. A. 
Eaton Company has been a yacht- 
ing enthusiast, but his victory this 
year was against the most compet- 
itive fleet he has yet faced. 


x *k * 


dd 

te spots on shoes” 
is a new topic that concerns shoe 
manufacturers. Usually, they are 
found on shoes that have been dis- 
played in show windows whose 
plate glass concentrates the rays of 
the sun. Some look like oil spots 
and others like mud spots and still 
others like a muddle of colors. A 
few show even blisters. They are 
on shoes of leather and fabrics, and 
the materials were tested for fast- 
ness to light before they were made 
into shoes. There’s a mystery 
somewhere. The chemists who 
now study the chemistry of shoe- 
making, for the information of 
shoe manufacturers, say that the 
“sun spots” are caused by the heat, 
as well as the light rays of the sun, 
starting into action the chemicals 
that are used in shoe manufactur- 
ing and causing them to rise to the 
surface of the shoes. 

* * * 


L. T. West, 


manager of Goldman’s, Burling- 
ton, N. C., says: “During the 





13 


Summer months the store featured 
only $2.00 and $3.00 shoes due to 
the ‘so-called depression.’ How- 
ever, we soon realized that cus- 
tomers were still demanding bet- 
ter quality footwear. 

“In presentitng our Fall opening, 
we forgot price and put in better 
quality shoes. So far we have had 
wonderful results, which proves 
that quality will always tell. No 
merchant should feel that price 
sells. Regardless of how slow bus- 
iness may seem, quality and a lit- 
tle salesmanship will always change 
the customer’s mind _ regarding 
price.” 


A. L. Wilson 
of the Robert Wilson Shoe Store 
of Hamilton, Canada, and general 
chairman of the Canadian Shoe 
Retailers Association, had a gen- 
eral convention committee meeting 
last week and reports: 


“We had the shoe ‘faithfuls’ on 
hand and after a preliminary dis- 
cussion, appointment of commit- 
tees, arrangement of programs, we 
decided on these dates—Jan. 11 
and 12—making it possible for | 
those Canadian merchants attend- 
ing the Chicago convention to 
swing around to Toronto and to 
happily bring along with them shoe 
merchants from the States who 
feel like joining with us in a re- 
ciprocity of ideas.” 








*SomEz SHOES, MISTER 
-AND DON’T FoRGET 
THE CLEETS, | MAY 
WANT To PLAY 

FooTBALy “” 






































ENTER THE 60/40 
SHOE 


For the Bi-Color Cos- 
tume (see illustration 
at left); two colors, 
almost evenly balanced, 
are the news of the 
moment in dresses. See 
how the idea lends it- 
self to shoes. 








Fashion 


Six, and only six basic colors 
for Spring! This was the fashion foundation laid by 
the Color Conference at the Tanners’ Show. But 
afterward, in the two days of the exhibition, the fash- 
ion plans developed a step further.. Candidates for 
the high-style colors were unofficially nominated by 
little groups earnestly talking color. Ideas for getting 
novelty interest into shoes without making them 
“wild” were batted back and forth. The best ways 
and means of using and combining the accepted col- 
ors _ all these questions opened up plenty of 
discussion among tanners, manufacturers and retailers. 
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TALK OF THE 
TRADE 
The possibilities of 
beige, the status of 
gray and the new 
60/40 idea were 
three major topics of 
discussion at the 








conference on colors 
during the leather 
show. 


Sidelights on the Leather Show 


By RUTH HARRINGTON 


Perhaps the most important question buzzing about 
the booths was the matter of beige. That’s where big 
volume can be made—or lost—next Spring. Mrs. 
Rorke, of the Textile Color Card Association, believed 
that beige, intelligently promoted, will be a big thing. 
But just what constitutes “intelligent promotion” of 
beige . . . that’s what was putting wrinkles into fore- 
heads! Mrs. Rorke emphasized the proper timing— 
not bringing out the light shades too early—a matter 
for retailers to consider in relation to their own 
specific climates and clienteles. , , ae 

The general feeling among volume factors was that 
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RUST AND OXBLOOD—To go with 
orange hues and Paris reds, two candi- 
dates for the high-style colors. 

DARK BROWN BOA—With the high, 
waxed lustre that fits the new ciré 
—— a leather for a high-style 
shoe! 


UNLINED LEATHERS — Getting the 
spotlight again with some tanners tak- 
ing pains to produce a better flesh side 
color. > 

PASTELS FOR LININGS—Coming out 
strong, especially pale baby blues for 
Spring blue shoes. 


THE TWO-TONE IDEA—Strong in 
novelty printed leathers—in tweed ef- 
fects, and pin seal graining. 
METALLIC PATENT FOR TRIM- 
MING — Gunmetal, silver, bronze — 
very logical in fashion. 





the all-beige shoe was the best bet. A “costume shoe,” 
suitable only for a certain set-up in clothes, is a dan- 
gerous type for a practical season. ° 

In the category of practical beiges can be included 
in addition to the all-beige shoe, two other ideas: 

(1) A beige shoe with such a light touch of an- 
other color that the contrast is no more conspicuous 
than the stitching on a glove. 

(2) A beige shoe with tone-on-tone contrasts melt- 
ing into each other, so closely linked that again the 
shoe is subtle and not startling in its effect. (See 
sketch below.) The three basic tones of beige: coro- 
san, chaff and fawn brown, all appear in this shoe. 
Worn with a stocking in the middle beige tone, it 
would be suitable for a great variety of costumes. 

In the opinion of several retailers attending the 
Tanners Show, the second tonality of beige, chaff, 
will be chiefly used in this way as a trimming or com- 
bination color. They believe that the contrast between 
chaff and corosan is so slight that promoting all-over 
shoes in both of these colors would be unnecessary. 
Looking forward as they are to a big white season 
for Summer, they are anxious to simplify the Spring 
merchandising of beige as much as possible and be- 
lieve that corosan and fawn may be sufficient. 

One leather house, noted for its fashion keenness, 
has included in its line a shade midway between coro- 
san and chaff and expects to do good business on this 
leather. Light enough to be worn in the country, dark 
enough to be suitable for town, it offers a sufficient 
contrast to white to make it easier for the retailer to 
sell both white and beige shoes to the same customer. 


Status of Gray 
The consensus of opinion is sharply divided as to 
whether gray is a flash in the pan for mid-season 


Jone-on-Jone 














which will run itself out by Spring—or whether the 
gray ensemble will be a typical Easter costume. It’s 
something to watch very closely in the next few 
weeks. Brown contrasting shoes, without question, 
cover the gray fashion trend for the moment, but how 
long that will last is another question. 

In the kid exhibits, in the calf exhibits, there was 
very little enthusiasm for all-gray shoes. The general 
feeling is that it is better to lose a few gray sales 
than to be stuck with an over-production of gray skins. ' 
In the suede booths interest gets several degrees 
warmer. A kid suede shoe of middle tone with brown 
kid trimming (see sketch) was one of the smartest 
style thoughts at the Conference. Smart because it 
sold gray suede for immediate wear by linking it with 
the gray-and-brown combination in clothes, the most 
important version of the gray ensemble. 

The reptile people recognized the gray trend in 
their black and white two-tone lizards and snakes, to 

[TURN TO PAGE 62, PLEASE] 

















16 


Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, Oct. 1, 1932 


Your Advertising Dollar 




















R. E. SHERRINGTON 


One of the uppermost thoughts 
in the minds of most merchants today is, “Shall I ad- 
vertise ?”—and if so, “What method shall I pursue, 
and how mmuely is it reasonable for me to spend and 
on what lines: shall F spend it?” 

Practically everyone will agree that if we hope to 
stay in business, advertising is as mecessary as it is 
to have sales people, window displays or merchandise. 

One of the first questions to decide is how much to 
spend, and for easy reference let us put it on a per- 


How to Figure a Proper 
Appropriation, Select the 
Media That Will Produce 


Maximum Returns and Plan 
a Well Co-ordinated Shoe 
Promotion for Fall 


By R. E. SHERRINGTON 


Selby Shoe Co. 
Portsmouth, Ohio 


From an Address Delivered at the 

Recent Convention of the New York 

State Shoe Retailers Association, 
Elmira, N. Y. 


centage basis, even though you might set up a budget 
in dollars and cents. The best available authority 
states shoe stores should spend for advertising for all 
purposes approximately 3% per cent. Likewise, in- 
vestigations by the National Shoe Retailers Associa- 
tion have revealed that progressive stores average 
around this sum. Some will go considerably over ; 
some less, but let us deal with an average. 

Department stores usually spend considerably less 
than this im advertising shoes. The reasons given are 
that they have total outlay of advertising for the 
whole store; in other words, so much space they can 
use in the paper, and when that is distributed over the 
various departments, at the end of the year it usually 
brings the shoe department’s expenditures down to 
the neighborhood of 2 per cent. Most department 
store shoe buyers would like to spend much more than 
this, but the restrictions mentioned before make this 
impossible. 

How to spend the advertising dollar? This is one 
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—HOW TO SPEND IT 


WwW 


point that requires very careful analysis and consider- 
ation, because sometimes we are inclined to spend our 
advertising dollar on and for things which we person- 
ally like, but which do not sell merchandise—and 
please bear in mind your advertising should sell mer- 
chandise for you just the same as your clerks do— 
and it isn’t always the clerk whose appearance and 
manner you like the best that sells the greatest volume 
of shoes, nor is it the advertising in most cases that 
appeals to your own personal likes that does the job 
for you. 

There are several different media that can be dis- 
cussed, and we will briefly take them up. 

Newspapers in most cases are by far the best me- 
dium that a dealer can use with which to acquaint his 
customers and his prospects with what he has to offer. 

You may ask why. Well, first of all, newspapers 
are just exactly what the name says they are. They 
are papers that give news and people read them for 








HOW MUCH — AND WHAT TO DO 
a WITH IT a 


OE of the first questions to decide about retail ad- 
vertising is how much to spend. The best avail- 
able authority states that shoe stores should spend for 
all advertising purposes approximately 312 per cent of 
sales. Progressive shoe stores average around this per- 
centage; department stores spend considerably less to 
advertise shoes but they have the advantage of general 
store traffic to bring people to the shoe department. 

How to spend the appropriation is the next question 
and the most important one. What sort of media pro- 
duce best returns? Mr. Sherrington, the writer of this 
article, has had an extensive experience in shoe adver- 
tising. He presents a strong argument on behalf of the 
newspaper. 

“Newspapers in most cases are by far the best medi- 
um that a dealer can use with which to acquaint his 
customers and his prospects with what he has to offer. 

“But make sure your advertising is news. Telling 
them you have pretty shoes won’t do it. Telling them 
you have rubbers to sell won’t do it. Telling them the 
shoe illustrated is a clever interpretation of the new 
Fall idea of contrasting surfaces in material, combin- 
ing patent leather trimming on black suede—that is 
news and they will read it.” 

Mr. Sherrington rates direct mail as the next ad- 


vertising medium in order of sales productivity and he - 


discusses identification signs, billboards, theater pro- 
grams and other media, stressing particularly the im- 
portance of tying up advertising with window display, 
suggestive selling and general promotion. 
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just that purpose, and advertisements properly writ- 
ten are news to the people in your community about 
what you are doing and they will be read as such. 
For your own local distribution, excepting in isolated 
cases, there isn’t anything that you can buy that will 
get your story to the people that you want fo reach in 
the manner that a newspaper will. 


Bu make sure your advertising 
is news. It tells the people about what you have to 
offer. Telling them you have pretty shoes won’t do 
it; telling them you have rubbers to sell won’t do it; 
but telling them the shoe illustrated is a clever inter- 
pretation of the new Fall idea of contrasting surfaces 
in material—that is, patent leather trimming on black 
suede—is news, and they will read it. 

The next medium in the order of importance, we 
believe, is direct mail—and when we say direct mail, 
we mean it must be direct. The promiscuous use of 
mail is one of the greatest wastes that any store can 
incur. The correct use of direct mail is one of the 
most resultful types of advertising. 

And by that we mean if you are going to send 
out an elaborate folder on a certain line of shoes, 
wouldn’t it be ridiculous—we will say if that was an 
$8.50 to a $10.50 line—to send that folder to people 
who couldn’t possibly pay over $6.00 for shoes ? 

So if your mailing list is truly selective, direct mail 
will bring you results exceptionally gratifying ; if it is 
not, you will be disappointed. 


ie next in order of importance 
we believe, is an identification sign—something that 
will let the consumer know that it is your store— 
something that will let the consumer know what you 
are selling. It isn’t enough just to have a display of 
shoes in the window; but if you have some particular 
type of shoe that you are promoting, why not say so? 
—particularly so if that shoe should be nationally ad- 
vertised. 

Then there is billboard advertising, theater pro- 
gram advertising, and all of the types of what we 
term “charity” advertising, which, when thoroughly 
analyzed, unless they are strongly supported by news- 
papers, never pay their way. In most cases they are 
entered into because some good customer solicits the 
merchant, but, as an article in Printers’ Ink said re- 

[TURN TO PAGE 42, PLEASE] 
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Sells Shoe Trees to 


Special type of shoe 
tree for moccasins. 


Regular type tree for 
the average shoe. 


How a Men's Shoe Store Maintains 
This Average of Sales Continuously 


By G. G. BOYLE 


Manager, French, Shriner & Urner Store, Madison Avenue, New York 


l, is natural for a salesman to try 
and estimate how bright a prospect his customer is. 
Certainly no man could be a brighter prospect for a 
pair of shoe trees than one who had just bought a 
pair of shoes. 

We feel that most merchants would agree with us 
in assuming that every dollar is going to count this 
l‘all—in fact, we are inclined to believe that even the 
pennies will count. We have found it to our advan- 
tage to price our trees, whenever possible, to round 
out an even amount with our shoes. 

There is a certain psychology, we feel, in pricing 
merchafidise that way. A man who has just made a 
purchase of $8.50 and intends to give you a ten-dol- 
lar bill is very apt to complete this transaction by 
spending the other odd $1.50. This eliminates his 
waiting for change, etc. The same as a man will 
give a twenty-five-cent tip if it happens to be the odd 
change in his pocket, whereas his intention was to 


give a fifteen-cent tip, but he will do it this way be-. 


cause it is easiest and along the lines of least re- 
sistance. 

We consider it very important to display. trees prom- 
inently. In the first place, we do not feel that shoes 


* wear our shoes. 


displayed Yn the window show up to their best advan- 
tage unless they are fitted to a pair of shoe trees. 
This also tends to impress a customer with the fact 
that trees are a necessity with each pair of shoes. It 
also gives you a good display of trees, where you 
would not think of setting aside a certain portion 
of your window just for this one item, as it would 
not make a very attractive display. 


F fact, all shoes displayed in 
our window are always displayed with trees in them 
and we find that we get a certain amount of busi- 
ness from these displays from men who do not even 
If a tree is not properly fitted, it is 
very apt to do more harm than good. We feel “that 
whenever in doubt, trees should be fitted on the small- 
er side rather than on the larger. For example, if 
you sold a man a size 84%4D shoe it would be better 
to give him an 8 tree than a 9, as a 9 is apt to spread 
it out of shape. 

There is one little knack that we never fail to tell 
our customer about, when we sell him a pair of trees, 
that is, after the trees have been put in the shoes, to 
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TWO TYPES OF SHOE TREES 


This store, which sells one pair of shoe trees to every 
fourth customer, only carries two types of trees, one 
for regular shoes and one for the moccasin lasts. 

The model of tree illustrated is considered a good 
one in that it does not spread the counters, thus keep- 
ing the contour of the narrow fitting heel. Further- 
more, it sells more readily as a full tree looks the part 
of a last to the customer. 

All customers buying moccasin pattern shoes are 
“hot” prospects for the moccasin shoe tree. This tree 
has ‘a broader toe and made to fit the usual run of 
moccasin lasts. 








press the tree toward the inside of the shoe. This 
pulls the shoe into shape and tends to overcome the 
tendency of throwing the shoe to the outside. In 
other words, a man wearing a pair of shoes during 
the day throws them to the outside, and at night if 
he will throw the tree to the inside, he will find that he 
is more successful in keeping the shoes in shape longer. 

After completing a shoe sale, and we suggest trees 
to a customer, we often feel that he will come back with 
the remark that he has some. If you don’t take this 
answer as a definite “no,” but go on to explain to your 
customer that although he has trees it is important 
to use them in this pair of shoes, he is very apt to 
ask you to add another pair. In other words, you 
have convinced him of the necessity of a pair of 
trees when he did not really have a pair, although he 
claimed he did. 


At various times we have run 
contests on shoe trees, offering a cash prize, and it is 
surprising to note that during these contests the sale 
of trees would increase as much as 300 per cent. After 
one of these contests we were trying to figure out the 
best way to keep the sales up on trees. 

We found that a salesman in a contest is just like 
a horse in a race. In other words, a horse can’t 
race all the time, and neither can a salesman. The 
thing to do is to hit a happy medium. It is impos- 
sible to get good service out of an automobile that is 
continually run at the rate of 60 miles an hour, but 
you can get good service over a long period of time 
by running it 30 miles an hour. That is the way 
contests seem to work out; they are too fast to last 
indefinitely. Even a contest, if it lasted long enough, 
would die out. 

Let’s assume that the sale of trees ‘before a contest 
averages 25 per cent—that is twenty-five customers 
out of each hundred are regularly sold a pair of trees. 
Now a contest causes three times as many trees to be 
sold during its life. After the contest it would be 
very easy to settle down to say 30 per cent. 

We have found one other way to increase the sale 


of shoe trees in any case where a customer might have 
trouble with his feet, as for example, a corn or an 
enlarged toe joint. We find that we can give the 
customer more satisfaction by selling him a pair of 
trees and leathering them in the particular spots. 
Although a shoe may be stretched at the time of sale, 
to overcome these tight spots, it is very successful to 
have a pair of trees that will keep them there. 


This is also instrumental in 
making a good shoe customer. One day we hap- 
pened to have a customer who had been having his 
shoes made to order, as he had a very large big toc 
joint. He happened to be going away on a trip and 
needed a pair of shoes immediately. Not having time 
to have them made, he came in to buy a pair out of 
stock, and to see if we could not make them comfort- 
able over the joint. We fitted him to a comfortable 
size and sold him a pair of trees and leathered them 
substantially at this spot. 

It proved so successful that the customer, rather 
than pay a much higher price to have his shoes made, 
became a very good customer of ours, and upon his 
return, purchased several more pairs of shoes and 
gave us a five-dollar tip to show his appreciation. 

Even the customer who does not consider shoe trees 
a necessity will be willing to admit they should be 
used in dress shoes. No man would think of throw- 
ing his dress clothes, or any other clothes for that 
matter, on the floor after he had been caught in a rain 
storm. Well, that is just what he does with a pair 
of shoes if he does not tree them up regularly, and 
leather will wrinkle and curl more easily than cloth. 
A little talk along this line will often convince a man 
of the necessity of using trees at all times. 


Pilea of us are immune from 
forgetting, if only occasionally. ‘“That,” as the old 
saying goes, “is why they have rubbers on lead pen- 
We have seen times when a salesman would 
For 


cils.” 
neglect to ask a customer if he needed trees. 
this reason, if you will keep a little notation either on 
the sales-check machine or your sales book, the word 
“trees” where you are bound to see it every time you 
make out a sale, this will remind you. We have seen 
it work out successfully a number of times. 

Now, of course, there is always the regular line of 
benefits to be derived by using trees. The wood in 
the trees is such that it absorbs perspiration rather 
than allowing it to say in the leather, which will in- 
variably crack from this one cause alone. They also 
take the wrinkles out of the vamps, straighten out the 
insole and narrow up the heel. In other words, a shoe 
tree will do everything possible to put a shoe back 
into shape after a man has worn it all day. 

[TURN TO PAGE 59, PLEASE] 
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PRICE 


How a New York Store 
Dramatized Rising 


Commodities 


Markets 











In this striking window display, Macy’s portrayed the marked rise in 
hide prices and the prospect that shoe prices also will advance, with 
the inference that “‘now’s the time to buy.” 


There's a marked change in the atmosphere 
of New York stores since the first of September. You sense it the moment you step in- 
side. More customers. More activity. More buying. The hum of business. A re- 
newed spirit of life and optimism. 


Maybe it’s the weather. Maybe it’s the stock market. Maybe folks have just got 
down to the point where they have to buy. Or maybe the rising price trend is scaring 
them into it. Whatever it is, the merchants are doing their best to encourage the idea 
that now’s the time to buy. And what is more significant, their efforts in this direction 
are apparently bearing fruit. 





9 It would seem that the stores have just been waiting for the psychological moment to 
let loose a flood of publicity and promotion keyed to the theme of returning prosperity. 
You see—and feel it—every time you pick up a newspaper. For they feel like New 
York newspapers used to feel. Thick and heavy and filled with interesting ads about 
everything under the sun. Shoe ads, lots-of them. 

6H The stores are featuring Fall promotions that reflect the new spirit of better business, 
attributed in part to the rising price trend and in part to the cool weather that ushered 
in the month of September, starting off the Fall season with a bang. 


uw 
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This price thing is a psychological factor of the utmost importance. When a family 
that has been nursing steady losses in securities over a period of two years sees a ten 
A BREAK, point rise out of the blue sky, so to speak, there’s a strong tendency to go out and cele- 


brate, and the popular form of celebration in this mah’s town right now seems to be 
ey ain buying a lot of things that should have been bought a long time ago but haven’t been. 


Rm i. 
=z 
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Barometers showed The rising market for various commodities is also putting into the merchant’s mouth 
=> aoow a strong selling argument that he hasn’t had before. He isn’t slow to make use of it. 


since July lows. Various stores are playing the popular tune of prosperity and price, according to their 
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own individual conceptions. Macy’s, noted for their 
spectacular promotions, are doing it in a way that’s 
nothing less than dramatic. 

“Millions Think Prosperity Is Returning,” says 
Macy’s in ads, window displays, stickers, package in- 
serts and huge red, white and blue posters inside the 
store. “What’s your Guess?” Possibly there’s a hint 
of a reservation in that “Millions Think.” Well, what 
if there is? Everybody has had his hopes keyed up so 
often, and then been disappointed, that not even 
Macy’s wants to be positive or prophetic about it. But 
this big store has certainly gone the limit in drama- 
tizing the rising price trend and the impression left in 
the mind of the customer can hardly be anything else 
than: “Well, if prices are rising at that rate, now’s 
the time to buy.” Which, of course, is exactly the im- 
pression the store is trying to create. 


engine a whole battery of display 
windows extending the entire depth of the big 
Macy Building, Thirty-fourth Street side, every 
window filled with a different kind of merchandise, 
silver, woolen goods, cotton goods, SHOES, and 
every window dramatizing in a spectacular way 
the increase in the price of the raw material that 
has taken place since the low mark of June or 
July. Seeing this exhibition you can’t help but 
feel lifted up, encouraged, thrilled with a new hope 





21 


The slogan ‘Millions Think 
Prosperity Is Returning” was 
featured in newspaper ads, 
window displays, package in- 
serts and posters as the 
keynote of the campaign. 













think prosperity /is returning 


Whats YOUR guess? 





and a new optimism. The prophecy, implied at 
least, may be fulfilled or it may not. In any event 
the advertising carries an inspiration and a message 
of renewed hope of which the nation stands much in 
need right now. 

It is a subject, however, that needs to be handled 
with much tact and good judgment. Business is being 
held back, not only by the consumer’s lack of confi- 
dence in the price level, but also in many instances by 
lack of buying power. To tell people whose incomes 
have been drastically reduced that prices are advancing 
may cause resentment that will defeat the purpose in 
view. For this reason, no doubt, Macy’s have stressed 
returning prosperity rather than higher prices. 











One of the large size newspaper advertisements used by Macy’s in 
the “Prosperity Is Returning” campaign. 
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‘The object of October is to obtain 
maximum sales at retail—but it can’t be done this 
month, next month or any month, with a minimum 
of inventory. <A starved stock often leads to a starved 
purse. Empty cartoned shelves do not a_ business 
make! 

Recently we interviewed a man who had the ability 
to take a world-wide inventory. He discovered that 
nature in the raw is cheap—so ““let it lay, let it lay.” 

Man and money have at last decided that collection 
and storage only up to the point of anticipated use— 
is worth while. The old theory of holding passive in- 
ventory for profit is gone forever—it doesn’t pay. 

We have all noted the recent rises in the commodity 
markets—a good sign that even in plenty we restrain 
our hands and hoarding to what mankind can “timely 
use,” 

So far so good—BUT inventory is in the wrong 
place. We can no‘longer maintain mountains of in- 
ventory in congestion. But we can spread inventory 
far and wide providing it is given dynamic treatment 
at the point of use. Planning inventory in finished 
goods will start the cycle of employment and use. 

Man and merchant have lost the urge to venture 
through proficiency in the game of “playing safe.” 
But all life is buying and selling goods for human 
use. What then? No buying, no selling, no use, no 
profit. 

An incentive is needed. We have it in dynamic in- 
ventory at the point of contact with the customer—in- 
ventory so placed as to be constantly in motion. We 
maintain that if the stores of this country were again 
spirited with men eager to buy and sell for a profit, 
the uplift would be tremendous. What this industry 
needs is to increase the number of useful hours of 
sale and service in the retail store—by providing the 
store with goods—timely and sufficient—so that the 
merchant can get money for them. 

You can’t make money without goods and services. 
In fact, America can’t make “goods” without buying 
and selling more goods and services. One of the first 


To Make Inventory Dynamic—MOVE 








definite signs of business recovery is the buying of 
more goods by merchants for stock and sales facility 
—for the merchant is the natural selector of goods 
for his public consumers. More goods mean more em- 
ployment in their making. 

The old theory of thrift as applied to useful articles 
must be revised. The consumption of more goods 
must be brought about. The store must learn how to 
tell men, women and children that there is more use 
and more pleasure in more shoes. To advocate buy- 
ing one shoe to straddle two or three costumes is 
wrong thinking, if we are to bring about the return 
of prosperity for the many. 


W. advocate and recommend dynamic 
inventory even to the extent of keeping it constantly 
in movement within the store itself. On board ship 
every man must keep his hands busy every moment of 
the watch. There is painting and pounding and ship- 
keeping every minute of the voyage. The idea is a 
good one to adapt to the store itself. Move the stock 
about so that every day stock is being handled and re- 
handled for then every one selling shoes is aware of 
the slow selling and odd numbers. 

If we are to have dynamic inventory in constant 
movement toward the consumer, it has got to be in 
constant movement, in and out. There is no reason 
why a store shouldn’t take a piece of its inventory 
every day in the year for a physical inventory is the 
only one that is right and proper. 

Handling and rehandling your shoes will teach you 
more about dynamic inventory than all the words that 
can be put on paper. We make a prediction right 
here and now that you will find that some of the shoes 
cost you 60 per cent to sell because they are passive 
shelf-sitters, moving toward the customer once a year 
or less. You will find other lines of shoes that have 
that dynamic touch and popular selling appeal that 
actually cost you less than 25 per cent to sell because 
you move them four times or more per year. 
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Shoes illustrated below are all Treadeasy 


Littleway Arch Support with exception of The 
Aristo which is DeLuxe Littleway. 


THE EMILY / | 
Rhamgodie Lizard h 
Black Calf 


REPTILES 


* 


Last 14 - e 
Heel 16/8 ; a 
Cuban Wood 
No. 8090—$4.50 ‘ Pp U H F M 
AAAA 6-9, AAA 5-9, AA 4%-9, L I 
A 4-9, B 3-9 
bern ~ INTO YOUR 
Baby Alligator | v3 
Brown Kid fi 


Last 14 
Heel 16/8 
Cuban Wood 
No. 613—$4.65 
AAAA 6-9, AAA 5-9, AA 4%-9, 
A 4-9, B 3-9 


THE ARISTO 


Calcutta Lizard 
Black Calf 


Last 98 
Heel 17/8 
Louis Wood 


No. 8089—$4.25 
AAAA 6-9, AAA 5-9, AA 4%-9, 
A 4-9, B 3-9 
® Treadeasy Reptiles have snap and style and allure to 
THE ENID catch the feminine eye—and entice them into your 


ti 
Beby Alligates store. . 


Copper Oxide P'ping 
But more than that, they have an ever-visible quality 
that makes them irresistible to the woman who knows a 
fine shoe when she sees one. Pay particular attention to 
nest dd |g their soft, pliable leather. The finest lizard and alligator 
= No. 8005—$4.90 hides that money can buy. As different from the coarse, 
dhe OS DAA 5S, M6 0-. stiff reptile leathers of “price bait” shoes as day is from 


night. 
THE ENID 


Rhamtak Calf Here’s SHOE VALUE that easily bridges the gap be- 
Grey Oxide Piping a 3 
' tween cheap price and Treadeasy moderate prices. 
VALUE that a woman’s eye can see, and a woman’s hand 
can feel. VALUE that makes it easy for her to buy. 


Heel ists VALUE that means sales and profits to every dealer 


Cuban Wi * 
- si enseaile who features Treadeasy Reptiles. 


AAAA om pe 5S. AA 4%-9, 
ALL STYLES ILLUSTRATED ARE IN STOCK—READY TO SHIP 
THE ENID —BRANDED AS DESIRED 


Rhamgodie Lizard 


WRITE OR WIRE 
Heel 16/8 
Cuban Wood 


. P. W. MINOR & SON, INC. 


MA Toe ao BATAVIA, N. Y. 


When writing advertisers please mention Boot and Shoe Recorder 
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THE SHOE STORE 


A Working Schedule for Busy Merchants 
































































FIVE Saturdays in GIVE your windows a IF you do a _ credit 
October! Have you harvest season atmos- business look through 
something special phere for October with your accounts and se- 
planned for each one to some autumn leaves, or lect all the names of cus- 
help your volume? Today rhaps some cornstalks and tomers who have not pur- 
for instance you might of- ig yellow pumpkins. And chased for several months. 
change your entire window Send each one a regular 


fer a good Hosiery special, 
or a pair of hose free with 
each pair of shoes pur- 
chased today at the regu- 
lar price. 


displays today, too. Make statement with a little mes- 
them LOOK different even sage typed on it stating that P 
if you can’t put in all new you have missed their pat- 
styles. 4 ronage lately. 














YOU should have a DON’T overlook the 
8 extra sales possible 
















CHECK your stocks HAVE 
you a table of 
5 ‘Gaver Oliteee FS 6 house slippers well dis- Lo ML nd sonignt for through _ suggestion. 
vent “outs.” And watch played near the front of Saturday. And be sure you Have your sales people sug- 
Fall styles that don’t seem the store? There is a lot of have a good special of some gest rubbers to every cus- 
to be selling. It’s better business to be had on this sort for Saturday—for in- tomer today and check the 
to mark them down NOW line right now if you fea- stance, a good price on results. If you can get one 
and use them for specials ture it. How's your stock boys’ and girls’ school extra dollar in sales from 
instead of letting them stay ey yh gploaes? shoes. | Liven up your win- every tenth customer it’s 
wi : 
on the shelf until your win- best selling sizes? Sisevden's catia ght for ped) worth while. Figure it 








ter clearance. 








1 A POSTAL card 1 2 A MID-WEEK news- 


MAKE a drive on 
10 mailing to all the poser ad on men’s 


“Men’s Fall and Win- 














ter Weight Shoes” men on your list, re- eavier footwear will 
this week, starting it off minding them that “Now help the week’s drive for 
with a good window featur- is the time to get heavier business. How long since 
ing several “talking’’ dis- shoes for Fall and Winter” you’ve- washed all electric 
play cards. Make several will be very timely. A lights and shades? A well 
counter, ledge and case dis- hand-written card will be lighted store helps. sales. 
plays inside the store, too, much more effective. Write “Perhaps you've noticed that 
all. emphasizing ‘Heavier out your card. then make the chain stores are always 
Shoes for Fall.” a cut and print from this. well lighted. 

























TONIGHT’S news- 4 
ARE you keeping up 14 paper ad for Satur- IF there’s a local 
13 a daily record of day selling should football game _ in 
your sales, advertis- . lay up Men’s Heavier which there is much 
ing, special promotions, and ‘ootwear. If you have one interest a feature window 
the activities of your com- price that is specially pop- playing it up will get at- 
titors. It’s a big help to ular make your big play tention. Keep this idea in 
able to look back and on that price. For a Sat- mind for later in the 
see just what you were do- urday “leader” why not try month, and for November 
ing a year ago to stimulate men’s hosiery—5 pair of use. The local school will 
sales. Thy this. 25c. hose for $1 for in- see ——— material for 





stance, 
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CALENDA 


FOR 
OCTOBER 
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To Produce More Profit Through Planning 





dows again today, 
putting the emphasis 
this week on women’s Fall 
styles. If last week’s stock 
check showed many slow- 
selling styles put these in 
the window at _ special 
prices. Give hosiery good 
window space, playing up 
the Fall colors. 


1 CHANGE your win- 





boxes and wrapping 
materials, and your 
holiday window and store 
trims? It’s none too early 
to be ordering this ma- 
terial. With Winter com- 


1 HOW about holiday 


ing on have you made a 
thorough inspection of the 
store for fire hazards (par- 
ticularly the basement) ? 


A LITTLE ad on 
19 party slippers today 

would be timely, and 
these styles should go in 
the window too. Keep a 
few umbrellas in the store 
during the Fall rainy sea- 
son to loan to customers 
who get caught without 
one. Many stores find this 
a good-will builder. 








HAVE you thought 
20 about adding some 

extra lines for the 
holiday season to help your 
volume? Many stores have 
found this the answer to 
declining volume caused by 
lower price levels. Think 
this over seriously. It may 
help YOUR holiday volume 
tremendously. 





FOR tonight’s news- 
21 paper ad select your 

one best selling 
women’s line, and your one 
best men’s line and play 
them up in the same space 
you would normally give to 
six or eight items. Make 


this a real SELLING ad— 
an interesting ad! 





window to the wom- 

en’s shoe advertised 
last night, and another to 
the men’s __ shoe. Make 
these displays just as in- 
teresting as you know how, 
with big SELLING display 
cards that literally “talk.” 
Display these two numbers 
inside the store too. 


22 GIVE one complete 








































WHEN you change 
24 your windows today 

you might give them 
a Hallowe'en flavor with a 
few jack-o-lanterns in the 
background. Have one win- 
dow of children’s footwear, 
and offer a Hallowe’en horn 
or mask with every pair 
of children’s shoes pur- 
chased this week. 





mailing card on chil- 
dren’s seen could be 
sent out this week to good 
advantage, for many chil- 
dren who did not get new 
shoes at school opening 
time will now be in need 
of them. If you do this be 
sure and play up the free 
horns and masks. 


2 5 A GOOD circular or 


not have a 
ad today on 

house slippers? If 
it’s hunting season in your 


26 inti Meee 


Sree a mailing 

to- men on hunting 
boots might be worth try- 
ing. Or, if you have a big 
farm trade, how about a 
special mailing card offer 
on -heavy work shoes? 














ANYTHING you can 
27 do to get people in 

your store increases 
your chance of selling 
them shoes. Some stores 
find it worth while to make 
their store the downtown 
headquarters for football 
tickets, and _ tickets for 
other special events. Have 
you tried this? 








TONIGHT’S  news- 
28 paper ad should be 

a children’s ad, sim- 
ilar to the circular mailed 
out earlier in the week. If 
you have some women’s 
styles that should be ad- 
vertised use a separate ad. 
Don’t forget to liven up 
your windows tonight for 
Saturday’s selling. 











up your sug- 
29 ees aantve sales cam- 
paign, by having all 
salesseeaie show your best 
hosiery value to every cus- 
tomer today. See that 
customers are not unduly 
urged to buy, or your ef- 
forts to get a little extra 
volume will do you more 
harm than g 






























CHANGE all your 
31 windows today. And 
if you have not al- 
ready done so, find time to 
sit down and plan your 
November selling campaign. 
Look up last year’s records 
and see what you did last 
year in November that will 
bear repeating in 
Make November BIG! 
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Here is a very striking sport shoe window that actually sold a lot of extra pairs for Potter Shoe Co., Cincinnati. 


Observe the large 


number of styles displayed and how each shoe is placed in position to get the maximum of visibility and attention. The eye-com- 


pelling feature of the window was the background featuring the polo players. 
ivory. Polo players had light colored sweaters, green and red linen trousers, brown boots, bay horses. 


Background itself was of black velvet, with letters in 
Costumes of men playing 


tennis were carried out in white. Golfer wore green sweater, gray knickers, green socks, black and white shoes. Use of spectator 
sport shoes shown in the figure of the man seated in the middle of the window. 





Novel Window Tricks Will Get 


the Man's 
Attention 


uite a number of the 
Recorper’s friends and readers have told us recently 
that they look for a pick-up in the men’s shoe business 
this Fall. Probably you read the article by Matt 
Condon of Charleston in last week’s issue. A number 
of other retailers express their views elsewhere in the 
publication this week. What do you think? We 
leave it to you to supply the answer as to whether the 
inevitable upswing this time is really “just around the 
corner.” 

Of one thing, though, we are certain. When the 
pick-up comes in the men’s business it isn’t coming to 
everybody alike. Good times will come back first to 
those who go out to meet them. And the only way 
the shoe merchant can go out and meet them is via 
the well traveled roads of good advertising, good dis- 
plays in windows and within the store, intelligent sales 
promotion, carefully planned and consistently followed 
up. 

Those roads are likely to see a lot of traffic in the 
next few months, judging from present indications. 


But You Must Show Him Plenty 
of Styles, with Prices Plainly 
Indicated, If You Expect to 
Pull Him in and Sell Him 


There is likely to be a good deal of congestion, or 
competition if you like. Nobody has any monopoly 
on ideas. The race is to the swift, the battle to the 
strong. But, as we pointed out in the first article of 
this series on modern shoe store window display, it is 
a competition of ideas, in which the small store has a 
chance along with the big fellow. Your ingenuity, 
effort and perseverance can win out against the other 
fellow’s bigger dollars and cents appropriation. 

This is even more true in the case of men’s shoes 
than it is with women’s footwear. The average man 
doesn’t respond as easily to merchandise displays as a 
woman does. But if he can be interested at all, it 
takes less in the way of stage setting to command his 
attention. He’s more interested in the merchandise 
than in the background or the windows. That’s why 
it’s advisable to feature plenty of styles and types of 
shoes in men’s shoe windows. 

Of course it is also important to put something in 
men’s shoe windows to get attention and catch the eye 
of the fellow who isn’t sufficiently interested at the 
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RAPATAN | 


TRADE MARK 








As featured in 


Do you know— The SATURDAY EVENING 


September 24th 


that RAPCO PIG has Teme 
two outstanding values? 


Q For foot health 
2 For style 


More and more are we coming to the reali- 
zation that THE FOOT MUST BREATHE 
for comfort and good health, and having 
. produced a CHROME TAN PIGSKIN that 
has proven practical for the purpose of 
SHOE MANUFACTURING, there is every 
reason why GENUINE PIGSKIN ‘must be- 
come a STANDARD Leather for Shoes. eune ta ane 


Genuine Rapatan Pigskin 
with calfskin trim—black 
or brown. 
Made by 
Freeman Shoe Corp. 
Beloit, Wisconsin 


Foot Doctors contend that with the use of the present 
day Leathers the Feet do not get a chance TO BREATHE. 
This condition is easily remedied by the use of GENUINE 
PIGSKIN since the hair cells penetrate right through 
to the flesh side and therefore allow a continuous cir- 
culation of air, guaranteeing that the feet will keep com- 


fortable and healthy. 
MAKE THIS TEST 


Wet the outside surface of 
RAPCO mine pig leather, 

then Prep aceoms on due COLOR CARD 
a Se Oe ant 7 colors, also white and 


pe ly so A= gg black of RAPATAN 
PIGSKIN sent on request. 














RAPCO LEATHER COMPANY *'3isessiv""* 


When writing advertisers please mention Boot and Shoe Recorder 
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This interesting window group display by Maurice L. Rothschild, Chicago, proved attractive and an excellent sales producer. Ob- 
serve how the shoes are shown on various levels to strike the line of vision of the person looking at the window. Authentic style 


and popular price are the selling arguments featured on the display cards. 











THIS WEEK’S WINDOW IDEA 


How to Sell Your Man 
That Extra Pair for Fall 


Show plenty of styles and types of shoes when you 
plan a men’s shoe window display. 


Put some interesting feature, a sport picture, me- 
chanical display or some current news photographs in 
the window as an attention getter. 


Don’t fail to give prices in your men’s shoe windows. 
Men want to know what things cost. 


Remember every man is a boy at heart. He is inter- 
ested in sports, mechanical things and in what makes 
the wheels go round. Displays showing shoe construc- 
tion features are interesting to men. 


Put some convincing sales talk into every man’s shoe 
window. Tell the man about quality, service, values. 
Show the use of various types of shoes to sell that 
extra pair! 


The orthopedic appeal is of interest to men when 
put over in the right way. Show the man what foot 
efficiency and foot health mean to him in success, 
efficiency and prospects for advancement in life. 





moment in shoes as such to stop in front of a window 
containing merely merchandise. But, in the case of 
the man, that something need not be elaborate or ex- 
pensive. Most men are grown-up boys at heart. They 
are interested in sports, pictures, mechanical things 
and oddities of all sorts. Windows with sports back- 
grounds, baseball, football, the polo window shown in 
the illustration, seldom fail to get attention if they are 
well done. 


The news photographs used so 
extensively a few years ago were almost sure-fire at- 
tention getters for men. Merchants who must watch 
the advertising appropriation closely could hardly do 
better than arrange with some pictorial service for 
current news pictures. An arrangement can often be 
worked out with a local newspaper for the use of 
photographs of local news events which can be fea- 
tured in the windows. 

Mechanical displays are excellent attention getters 
for men. Men are interested in the construction of 
shoes. The writer has heard that statement disputed 

[TURN TO PAGE 59, PLEASE] 
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ED WING 


have added-sales value and longer 
wear because they’re built with 


NON-SKID 







































THE LADDIE, for instance, is a 
two way boot, worn either at full 
height or folded to show its Scotch 
plaid lining. 
Department stores and exclusive 
shoe dealers also find it a two way 
boot. It’s a profit maker and so 
Ltn ig 9 attractive it catches the eye of 
every lad who sees it. 


The Kicker Toe Gro-Cord soles, 
over which the Laddie is built, in- 
sure sure footing on wet or icy 
sidewalks and just as sure footing 
on dry grassy hillsides or steep 
mountain trails. 


Its GRO-CORD soles are tough, 
flexible, longwearing, and prevent 
many a dangerous slip or fall. 
They are also Very attractive to the 
eye and to the pocketbook. 


No. 220, The Laddie, is a 14” black 
Retan Boys’ Boot with Scotch plaid 
lined cuff and rolled top band. 
Goodyear welt single chocolate 
Kicker Toe Gro-Cord Sole. 
1 to 6, Price $2.75. 








Sizes 


Gro-Cords are differ- 
ent” sent on request. 


Red Wing Boots best under 





THE LIMA CORD SOLE AND HEEL CO. 








LIMA, OHIO 
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We like RUBY || 


tid7 


Standardize on | LS | | 
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KID because of its always 


uniform quality 
and fine smooth grain” 


say... 


DANIEL GREEN 


COMPANY 
DOLGEVILLE, 7 NEW YORK 


It is quite significant, we think, that most of the 
many: large volume shoe manufacturers who use 
RUBY KID, compliment particularly its uniform 
quality. 


To such manufacturers a leather that can be de- 
pended upon for so high an average of “sameness” 
in shoe after shoe of long established grades is a 
distinct advantage and relief from customer 
complaint. 


JOHN R. EVANS & CO. 


CAMDEN, NEW JERSEY 


PHILADELPHIA, PA. 
BOSTON CINCINNATI 


ST. LOUIS MILWAUKEE 


=—— : = 


EVANS LEATHER 
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By HARRY R. TERHUNE 
FIELD EDITOR 
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——Help make money for you too 


Ad Places Foot in Shoe 


A recent advertisement of Brouwer’s, Milwaukee, 
was one of those clever affairs which is very tricky 
to have come out exactly right. It consisted of two 
ads, one on page 5, being captioned “Feet Hurt?” A 
cut of a bare foot with this text, “Turn to page —, 
hold the picture to the light and see how perfectly this 
foot fits the shoe.” That -was all on that page. 


FEET HURT? 


Turn the 





HOLD THIS PICTURE UP TO THE LIGHT 


DO YOUR SHOES FIT 
LIKE THIS? 








Page .«a if may be 

hold the eee ol 

picture up of your foot 

to the light troubles — 

and see how 

perfectly this This is one of 
fits into many patterns 


7% 


ww | | ee 


























Priced $8.50 and ep 
The above ad appeared on a FOOT seep 
Come te or any other convenient and let 
right hand page and was first Cf allele 
to catch the eye. The ad to FREE---Foot Health Booklet 
the left was run on the next We sas Pipi ree OSS roma forte 
following page of the paper and dices < 


the two synchronized perfectly 








330 West 
Wisconsinis Largest Shoe Store 





On holding the ad to the light, the detail of the 
ad on the following page was made apparent, wherein 
the foot sets perfectly in the shoe. This ad is repro- 
duced so the layout may be studied. The copy read, 
“Hold this picture up to the light. Do your shoes fit 
like this? If not, may be that is the cause of your 





foot troubles. . . . This is only one of the many 
patterns available of Brouwer’s Research.” 

This trick requires first-class work in the composing 
room, for unless sufficient care is given to the set-up 
by the layout man the entire effect is spoiled. 

* *-s 


“Welcome to Our City” Idea 


Quite a few towns are issuing what they term 
“Courtesy Parking Cards” to out-of-town motorists. 
The object being to encourage the visitors to park 
their cars right in the business district for as long a 
time as they wish. The usual city regulations rela- 
tive to stopping in front of fire plugs and other gen- 
erally restricted spots is made clear on the card. 

As a rule these courtesy cards are issued from the 
mayor’s office and therefore contain the usual “Wel- 
come to Our City.” Distribution, as a rule, is left to 
the traffic officers, automobile clubs and the like. 

* * * 


Give ’Em Real Inside Information 

It is often quite hard to explain to a customer just 
what is inside a shoe, especially shoes having an arch 
feature. Se we are indebted to J. S. Arnold of Mobile 
for this keen one: “Lots of times we get the fac- 
tory to cut open an arch shoe, right down the middle. 
The shoe thus split open can be very readily used for 
demonstration purposes both at the fitting stool and 
in the window, for this gives us a chance to prove 
the fine points of the construction much easier than 
by words alone. When a customer sees just how well 
a shoe is made, together with the materials used, it is 
not such a hard job to convince them of the superior- 
ity of a quality product. This same cut open sample 
also helps to drive home the force of the argument 
that two pairs of shoes will last longer when changed 
about, as it gives the salesman a fine chance to demon- 
strate the necessary drying-out process.” 
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Se ee eae 
oe = | 


all ssecaiul PROFIT 
MNS BUILDERS 


08% PERFECT... 
oIN STOCK DEPT. 
It is the fine appearance and wearing of “Great Scott” shoes 
which quickly catch the eye of mothers and youngsters. Their 
superlative in-built qualities prove them the best children’s foot- 
wear money can buy. To you, every pair represents a good profit. 
No shelf-warmers. And a 98% in stock service gives you the most 


efficient service obtainable anywhere. All in all, “Great Scott” 
shoes, with the Doerman Plan, are REAL PROFIT BUILDERS. 


Write for Fall Catalog. 





















4a \ 


LALLY 
LALLY 








\ 


\\\ 














“GREAT SCOTT: 





y $1.05 
shi S-ABLCKD 135 CHILDRENS SHOES 
No. 164 In Stock 
e Stock —— 64ato 8&—-C&D - $1.05 
8% to 12—B,C&D - $1.40 8% t012—B,C&D - 1.20 
12% to 4—A,B, C&D 1:55 . 12%4t0 4-A,B,C &D 1.35 


Doerman Shoe Mfg.Co. 


SOUTH MILWAUKEE, WIS. 


When writing advertisers please mention Boot and Shoe Recorder 






J «. Be eee 
Pg a; Saree Pot 


A pleasing adaptation of the popular monk pattern. 


Evidunaly no material is impossible 
in footwear, for following the announcement last 
week of the tanning of frog-skin, comes the announce- 
ment by J. & J. Slater in the New York newspapers 
that a new shoe material—‘‘Lastex” permits the en- 
tire vamp to stretch and give with the foot in motion. 
Several months of scientific study have been given 
to the weaving of a fabric so tight in texture that it 
simulates suede and yet its very center is “Lastex”— 
a derivative of “latex.” 

It illustrates the use in footwear of an entirely new 
type of fabric which holds possibilities for future de- 
velopment. 

Lastex is the name of a patented elastic yarn which 
has had an extraordinary success in the creation of 
two-way stretch fabrics in the corset and underwear 
industries and it is rapidly invading other textile fields, 
notably the glove, millinery and dress fabric indus- 
tries. As the basis for a shoe material it makes its 
initial bow in the form of an artificial suede inserted 
in the vamps of women’s shoes with the very inter- 
esting claim that its use will prevent pinching or bind- 
ing, and yet insure at the same time perfect fit. 


A dressy oxford pattern with high heel. 
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Slater Sponsors New Material 


It Gives as It Stretches 
and Moves with the Foot 


Vv Vv W 


The shoes presented by Slater are treated with a 
black Lastex suede, and the manufacturers claim that 
any color or shade is practical and also that they can 
supply any type of shoe fabric woven with Lastex so 
as to give elasticity. 

The outstanding point with regard to these Lastex 
fabrics is that their elasticity is guaranteed by the 
manufacturers of the new yarn to remain unimpaired 
for the life of any article into which they enter. This 
claim seems to be well substantiated by the reports 


High throat step-in model with suede quarter. 


of the Better Fabrics Testing Bureau, the official 
laboratory of the National Retail Dry Goods Associa- 


tion. This bureau has made a series of tests on a 
number of different Lastex fabrics and in each case 
has confirmed the claims of the manufacturers both 
with regard to the permanence of the elasticity, the 
durability of the fabric and also its ability to stand 
up to severe laundering tests. With ‘regard to the 
sueded Lastex which is being used in the Slater shoe 
the bureau reports: 

“The fabric withstood satisfactorily various sur- 
face friction tests approximating conditions of scuffing 
and rubbing of sides of shoes together. The suede 
surface remained intact and did not show premature 
wear after tests. 

“The results of the stretch tests for elasticity and 
permanent set after 20 per cent stretch tests showed 
practically no loss of the fabric elasticity. After the 
stretch tests these fabrics showed no break or dis- 
turbance of the suede surface.” 
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J. L. BRANDEIS & SONS 


OMAHA, NEBRASKA 


This is Omaha’s greatest department store. Throughout the state of 
Nebraska the name “Brandeis” is a synonym for quality and value in mer- 
chandise—and we are delighted to say that 


Poll-Parrot Shoes 


are a featured juvenile line in this marvelous institution. In welts, turns, 
stitchdowns and McKays the Poll-Parrot line is complete, and Poll-Parrots 
are always built to a high standard of solid leather quality. At the popu- 
lar retail prices they show the dealer a splendid markup in each size range. 


By all means see the complete new Poll-Parrot 
line for fall—It’s a thriller. 


Poll-F Tee pli -Parrot 


hoes hoes 
For oh & Girls For oh & Girls 


ROBERTS. JOHNSON & RAND 


Granch.. ef_international Sho 


ST. LOUIS, MO. 
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Just how large should 


the shoe illustration be in an ad- 
vertisement? The same answer 
that was given when inquiry was 
made as to the length of Lincoln’s 
legs, can be applied in this case, 
which is, large enough to give the 
interested customer an opportu- 
nity to study the detail of the de- 
sign and the lines of the pattern. 

During the past year, and espe- 
cially during the initial Fall foot- 
wear promotions, have the sizes of 
shoe illustrations become larger 
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Shoe Pictures Dominate Ads 


Large Illustrations Increase Effectiveness 


of Ads and Make Style Selection Easy 


and larger, until now it is not as- 


tonishing to see an ad with the. 


shoe occupying the entire two or 
three column unit of space. This 
is especially so in those ads di- 
rected to men. Large shoe illus- 
trations seem as consistent-as large 
costume and coat drawings, which 
are emphasized to permit women 
to have a complete picture of the 
article advertised. 

Women buying shoes today are 
equally conscious of style in their 
footwear selection as they are of 





725 Sevth Broadwoy 
(Main Floor) 


Shoe News —for 


Smart Feet 



































"7/90 





The rw “Diy Dae” Meh pea Ml of ie 











newt Cate Weds wo breed 





























\e th ol bach tte of toned ond 
Fecha fi etn ek We Woch 





GOOD SHOES AND HOSIERY 

















Two _etitin of striking ads, eames use of large shoe Manteations.. Note 
subordination of description of patterns : 


their wearing apparel and to make 
the shoes as large as possible, to 
give the reader an opportunity of 
scrutinizing the detail is resorting 
to first principles of effective ad- 
vertising. 

This practice of using large il- 
lustrations seems to be the prevail- 
ing influence in every section of the 
country, especially where the ad- 
vertising is under the direction of 
a trained advertising executive 
who believes that publicity is an 
important selling force capable of 
increasing and stimulating busi- 
ness. 

The consensus of opinion, as ex- 
pressed in the layouts of a major- 
ity of the advertisements, is that a 
few large smartly styled shoes will 
have a more forceful appeal than 
will the showing of many small 
shoes where the detail is vague 
and the ad appears crowded. 


Money spent for 
good shoe illustrations is eco- 
nomical when compared with the 
price paid for space occupied. The 
pen technique of line drawings is 
becoming so clever with the devel- 
opment of new treatments that 
footwear pictures themselves are 
having an attractiveness which is 
proving valuable in pulling the 
reader’s attention into the ad. 

To arrest the eye of the reader 
and make the advertisement easy 
to buy from is one of the primary 


‘functions of advertising. Using 


fewer but larger illustrations has 
eliminated many of the distracting 
elements when ads were crowded 

[TURN TO PAGE 61, PLEASE] 
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Perfect Fit... 
Lightness... 
Fexibitity... 
Fashions as smart and 


as well made as foot- 


wear formerly selling 
for $7.50... 


that’s what we offer in 


PARADE SHOES 
To Retail at 


$e 


° i i; 


* Compo 
- Construction 
* Light Edges 
* City Made 
* AAA to C 
* Sizes to 9 


© Approximately 
40% Mark-up 


® In Stock 


rhs Fie 











When you figure all the advantages offered in 
this well balanced line of fashionable shoes for 
ladies you will find it to your advantage to have 
our representative show you the complete line. 


h-j 


&Pelevs . - Branch of International Shoe Co. . . St. Louis 
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A. H. GEUTING 


M“ 
When a division 


of our trade is menaced by an unhealthy competition, 
it behooves the merchant to think of the conse- 
quences,” declares A. H. Geuting, president of the 
National Shoe Retailers Association, in a statement 
just issued. “‘No more serviceable division of the 
trade is to be found than the rubber footwear indus- 
try. It has cooperated in every way with our associa- 
tion on the matter of dates, sizes. and service of 
supplies. 

“For several generations it has made the rubber 
footwear for winter selling and recently has virtually 
carried the season’s stock in spite of the minimum 
anticipation of requirements. In tennis footwear, it 
has established an international style, demand and 
interest-in warm weather foot coverings for children, 
women and men. ) 

“At the very peak of its usefulness, it faces a crisis 
—not in the efficiencies and economies of production 
and distribution, but through the impossible competi- 
tion of Oriental and ‘European labor. The rubber 
footwear importations for the past two years are an 
invasion menacing not only the rubber footwear in- 
dustry but possibly the leather footwear industry itself 
at a later date. 

“A tariff is practically no barrier at all for this 
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America First For Rubbers, Says 







Pres. Geuting 


Points Out Menace of Unhealthy 
Competition from Abroad, Which, if 
Continued, Threatens Service and 
Efficiencies of Production in the In- 
dustry at Peak of Its Usefulness 


rubber footwear. Paying a duty at 35 per cent does 
not compensate for the American wage scale and cost 
of ingredients and materials. The importation of 
rubber footwear is increasing at a tremendous rate. 
The figures show that for the first six months of 1932 
importations were 700 per cent greater than the entire 
year of 1931. 

“In several cases, the footwear is sold through im- 
mense chain distribution at a retail price considerably 
lower than the price of the American product at the 
factory. If the increased importation continues, the 
sorry plight of the rubber footwear industry will have 
such an adverse effect on its product and its service 
that repercussions will directly affect every legitimate 
shoe store in America. 

“Instead of the American manufacturers being able 
to increase wages and production at this time, further 
importation can only mean one of two alternatives— 
ultimate lowering of production by manufacturers, 
which in turn means less people employed or less 
wages which means reducing the standards of living 
of the American workmen. The jobs of thousands of 
employees, because of this condition, are being jeop- 
ardized. With an existence of this situation, this 
great industry is being confronted with a menace 
attacking the solidity and future of one of our basic 
businesses in the retail shoe field and every merchant 
should be aroused to action in order to correct the 
evil. 

“If for no other reason than a selfish one, it will 
pay us to buy rubber footwear manufactured here in 
America, made with American labor—who in turn 
spends money in our retail stores, which increases 
business indirectly for everyone. 

“I believe it is high time that American business 
men, in fact an entire consuming nation, should take 
concerted action to try and promote a movement to 
buy self-made products and patronize home industry. 
[TURN TO PAGE 42, PLEASE] 
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“That’s the Fifth Wolverine 


Customer Jones Has Brought In” 











ae 3 ES sir—credit another steady customer to Jones. That 
makes five of his neighbors now buying Wolverines from 
us on his recommendation—and not one of them ever bought 
workshoes from us before.” 

Instances similar to the above are being recorded by Wolver- 
ine dealers throughout the country. Here’s what some of them 
say: “Wolverines have increased our workshoe business 300% 
in the past two years.” “Wolverines are the best trade build- 
ers in our entire stock, nothing excepted.” “Have had more 
repeat sales on Wolverines than any other workshoe we have 
handled in 30 years.” “Wolverine National Advertising brings 
many customers to us.” “Our trade asks for the shoe that 
dries soft after soaking and wears 1000 miles.” “Wolverines 
are the greatest asset we have in our store.” 

No other workshoes in the world like Wolverines. They are 
the only shoes made with both soles and uppers of Shell 
Horsehide, the longest wearing leather known to tanners. 
Dry soft after soaking. Scuffproof. Uppers as soft as 
buckskin. Soles like spring cushions. Seams sewed with 
4-ply thread drawn into the grain to prevent ripping. 


Any Workshoe Department Can Increase 
Sales Volume With Wolverine Horsehides 


Wolverine National Advertising in Country Gentleman, 

Country Home, Successful Farming and Capper’s Farmer 

tells the amazing story of Wolverine Shell Horsehide wear, 

comfort and economy to millions of workshoe wearers. It is 

the most powerful and impressive selling story in the work- | 

oe field. Pi - panngene <a wan and poe - 15,000 ‘is , 
olverine dealers. ow, wit olverine wholesale prices e ‘ 

the lowest in 18 years, the Wolverine sales proposition is Just Fill Out ....and Mail! 

more interesting and attractive than ever before. Full de- Poses sessesessssssssssssssssssesesesess 

tails without obligation. Just mail the coupon. WOLVERINE SHOE & TANNING CORPORATION, 


Rockford, Michigan. 
Without obligation, please forward full information about 
: i 


Wolverine Shell Horsehide Workshoes and sales proposition for 
dealers. 
When writing advertisers please mention Boot and Shoe Recorder 


Address 

























_.English-Made™ 
‘Riding Boots. | 





-Fot Women “For Men — 
$7.50 $8.50 
Per Pair Per Pair 


Every dealer should take immediate ad- 
vantage of: this extratedinary opportu- 
nity to merchandise Colt English made 
Riding Boots at a price that will result 
ina large, profitable volume. 


WRITE TODAY FOR CATALOG H 
COLT-CROMWELL CO.;- Inc. 
EST. 1899 
1239 Broadway—New York City 


Also In Stock at 


911 So. Los Angeles St. 
Los Angeles, Cal. 




















Two can live almost 
as cheaply as one... 


Lexington. For instance, rooms at 

the minimum rate of $3 a day for 

one person, are only $4 a day for two. 

And the Lexington is a new hotel, lo- 

cated in the Grand Central Zone, one block 
from fashionable Park Avenue. 


HOTEL LEXINGTON 


In Grand Central Zone, Lexington Ave. at 48th St. 


NEW YORK CITY 
CHARLES E. ROCHESTER, General Manager 


. 1 a day more for two persons at Hotel 
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Retailers: See 


Prospects Favorit: for In- 
~crease-in.Men‘s:Shoe Bus- 
iness, But Volume Will 
Be in the Popular Grades 


Vv wesw 


Shoe merchants are considerably 
encouraged by present signs of economic improve- 
ment, particularly in the men’s field. Buyers expect 
leather prices to rise, in line with the increased cost 
of raw materials. They are not demanding price con- 
cessions as insistently as formerly. “We have inter- 
viewed shoe merchants here and there asking them if 
they sense an increased interest by men in shoes. A 
preponderance of replies answer “Yes” with consid- 


erable emphasis. 
George F. Baum of the Big 4 Shoe Store, Corsi- 


cana, Tex., writes: 


“We have enjoyed the greatest men’s business 
that we have ever had the pleasure of having. 
My reason for this is as follows: Men, as a rule, 
when they have any kind of worries, do not think 
very much of dress and will allow their clothes to 
get in a run down condition, that is, the better 
trade. The medium class of trade wear their old 
shoes just as long as they can and now they are on 
the ground. Farmers the same way. 

“It is getting hard to sell $10 and $11.50 shoes, 
but the big game now, in my store in men’s shoes, is 
$5 and $6 shoes. Another very noticeable thing 
is that we are not selling quite as many cheap golf 
shoes, but we are selling the same number of golf 
shoes that we sell for $10 and $13 a pair. I just 
can’t account for this. My opinion is that this is 
going to be the greatest Fall in a number of men’s 
shoes that we have had, but the volume will be 
from $3.50 to $6.00.” 


From New Orleans the head of the house of Pokor- 
ny’s, Ralph P. Levy, makes the definite statement : 


“It looks to us as though the bottom has been 
reached, and that the sale of men’s shoes for Fall 
will possibly exceed last year’s business by at least 
10 per cent in units. 

Observation of the shoes worn by men, at the mo- 
ment, would indicate that a tremendous majority 
of them have been neglecting themselves to no 
small extent. Just as soon as the feeling of secur- 
ity becomes more of a certainty—and it is reason- 
able to believe that the time is not far distant, a 
rush for replacement will definitely evidence itself 
to the advantage of the retailers. 

“Certain economic changes in the country’s finan- 
cial setup look good. Then you will immediately 
sense interest in the newer ideas in men’s footwear. 
They will want smarter and more stylish shoes. 
The matter of price will not be so keenly felt.” 


On AT ere eee 
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Better Outlook 


Consumer Stocks Held to 
Be Low and Economic 


Rehabilitation Will Be Fol- 


lowed by Replacements 
ee Ne 


The Shubel Co., (three stores), headquarters in 
Lansing, Mich., say through their president, John 
M. Metcalf: 

“We can feel and see more interest on the part 
of the man than at any time in the past two years. 
We really feel that man will have his day this 


Fall. 
“Quite a lot of interest has been stirred up in men’s 


shoes through the windows. These were carefully 
trimmed with accessories that appeal to men, and in 
laying particular stress on the men’s department in- 
side the store. Making a man feel at home is a mighty 
big thing in a retail establishment.” 


There is a first-class men’s wear store in Monroe, 
La., viz., the Sig. Haas & Sons. Isador Liebreich, 
Jr., has charge of the shoe department. He says: 


“The shoe business should be better this Fall due 
to the fact that so many men have bought sport ox- 
fords to tide them over the Summer and are now bad- 
ly in need of good shoes for this Winter. The con- 
ditions around our section of the country depends on 
the price of cotton and if the price continues to rise 
and the farmers get as much as 8c. per pound I feel 
sure that business will be good. We have made every 
effort to maintain quality during this era of price re- 
duction. 

“We have cleaned our house of all undesirable 
shoes and are in a position to offer to our trade, ‘only 
the best’ at the new prices.” 


From the president of the N. S. R. A., A. H. Geu- 
ting, comes this expression: 


“I look for a good, wholesome increasing of in- 
terest in our men’s shoes, in line with the increas- 
ing business interest that is bearing down upon us. 

“There is every reason to believe that men will 
continue to interest themselves in good appearance, 
and our experience is that their wardrobes are de- 
pleted. 

“We have seen men actually walking with shoes 
where the soles were gone, something I haven’t 
seen for years. In some cases these men have 
bought cheap shoes to tide them over, which haven’t 
been pleasing to them. 

“The return of prosperity, the hardening of 
priees, their sense of quality, will mean increasing 
prices, and in many cases, increasing pairs.” 
[TURN TO PAGE 63, PLEASE] 
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IN STOCK 





Janice 


In Stock 


£820—Black satin kid, gray perlustre kid 


braided effect on strap. 
inch Louis covered heel........ 
E82i—Java brown kid, 


Louis covered heel............+ 


covered hee 


'823—Brown 


covered heel 
E824—Green 


Delite last, 














Avon 


inch Louis covered hee’ 
Br Save brown kid; Delite 


inch Louis covered heel.......- 


B vccecescoscagesese 
covered hee! mocess 


ered heel .. 





— 3%—30 days. 


5c. extra per 


AAAA to 


Delite last, 2% 


85 
beige perlustre kid 
braided effect on strap, elite last, 2% - 


&822—Black suede, Gunmetal patent braided 
effect a ee Delite last, 2% inch Leuis 


perlustre kid braided effect on 
strap, Delite last, 2% inch i 


suede (dark) 


with green perlustre kid 
braided effect on strap, 


2% inch 


Louis covered heel. .$4.00 
AAAA 


to 


In Stock 


Black satin kid; Delite last; Gun- 
E836 —Tik kid collar and gray silk stitchin 
2 


Zz. 
eseseee $4.00 
last; Beige 


kid collar and beige silk stitching. | 


838—Black suede; Delite last; Patent col- 
i with gray silk stitching. 2% inch Lous 


leather, De- 


lite last, Black calf col- 
lar =e silk stitch- 


lite last; Java brown kid 
collar with beige stitch- 
ing; 2% inch Louis - 


Orders for less than three pairs, 


pair. 


Write for our catalog. 


KRIPPENDORF-DITTMANN Co. 


CINCINNATI 


OHIO 

















FIT GROWING FEET 
SCIENTIFICALLY WITH 


PROPR-BILT SHOES 


The Choice of Leading Shoe Retailers for Their 


Children’s Orthopedic Departments 





Conservatively estimated, 
75% of our children have weak 
feet, ankles turning in (as above). 


Write 
Now 


For our new 
Propr-Bilt cata- 
log, showing our 
complete stock 
line, or we will 
gladly send you 
samples on re- 
quest. 


. There is 
, tured Propr-Bi 


type. 


over 


Propr-Bilt shoes, with patented in- 
built features, are recommended 
to correct just such tendencies. 


Manufactured by 


The O’Donnell Shoe Co. 


St. Paul - 


New York Office: 


Minnesota 
531 Marbridge Bidg. 


a fea- 


shoe for every 
foot from the 
baby to the grow- 
ing girl or boy. 
Smartly patterned 
in oxford, strap 
or high shoe 















It 
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Your Advertising Dollaa—HOW TO SPEND IT 


cently, it is time for advertisers—both 
national and retail—to put their foot 
down and cease spending their money 
for supposed advertising that doesn’t 
do anyone any good except the person 
who receives the money for the ad. 

Many dealers ask, “What is the 
proper distribution of the advertising 
dollar—that is, over the various media?” 
That is a difficult question to solve, 
because if you have an exceptionally 
strong paper in your locality, by all 
means it should obtain about 60 per 
cent to 70 per cent of your advertising 
dollar. 

Direct mail should come in for about 
25 per cent of the total in most cases, 
and the balance should be spent on 
identification for the store, which, of 
course, includes outside signs, interior 
signs, also attractive window cards. 
Your manufacturer furnishes you with 
quite a good deal of this type material 
—or, at least, cooperates with you— 
but in some cases you will need addi- 
tional signs that he does not furnish. 

Another question often asked is, 
where to spend the advertising dollar, 
and that is answered very quickly— 
behind the lines that are selling the 
best. 

Never advertise your mistakes. 

Never advertise one high style, when 
if you sold it all, you wouldn’t have any 
volume. 

Your advertising on any line should 
not exceed its proper proportion of the 
percentage you definitely set up for 
the whole. 

Always spend the greater part of 
your advertising dollar when you are 
coming into your peak season. 

There is a good deal of promotional 
activity which is overlooked in many 
stores. For example. 

What are you doing to retain your 
old customers? 

How active are your customers? 

What percentage of your customers 
buy all their shoes from you? 

What can you do to get those who 
do not give you all their business to 
increase their percentage? 

Are you spending too much time in 
trying to bring new customers into the 
store, and then taking the old customers 
more or less for granted? 

What about specialty promotion, in- 
cluding children’s business, college busi- 
ness, white shoe promotion, suede pro- 
motion and rubber footwear promotion? 

How shall we handle our window dis- 
plays? Shall we display all lines, or 
shall we take one line at a time in 
each window and give it a week’s show- 
ing, letting the public know we have a 
respectable showing of those shoes. 
Shall we always have the women’s 
shoes on the right hand side, and the 
men’s on the left, or vice versa, or shall 
we fool the public once in a while and 
put them on opposite sides, and thereby 
create additional interest? 

Then there is suggestive selling. Are 





(CONTINUED FROM PAGE 17) 


we waiting for people to ask for rubber 
goods or evening slippers, findings, or, 
when we make a sale, are we endeavor- 
ing to increase that sale by suggesting 
these other items? 

A shoe store by its very make-up 
does not lend itself to display in the 
manner that a jewelry store or a de- 
partment store does. The merchandise 
is more or less secreted. The customer 
may ask for it, but isn’t it always 
better to show it to her so she will be 
sure not to miss it and possibly go 
some place else when she wants it. 

What about selling two pairs at a 
time? She may ask for dress shoes, 
and, at the same time, may need a pair 
of street shoes. It won’t do any harm 
to show them to her and try them on. 
Even if she doesn’t buy them, she will 
no doubt remember your treatment the 
next time she needs shoes. 

Advertising and promotion have one 
purpose—to stimulate interest on the 
part of the consumer in what you have 
to offer so the consumer will come into 
the store and ask for it. 

If your advertising has any other 
purpose, it is not doing the job it was 
meant to do. 





ne 


America First for Rubbers 
(CONTINUED FROM PAGE 38) 





Otherwise, American standards of liv- 
ing will be lowered to the impossible 
Asiatic normal. 

“The A. H. Geuting Company has 
not bought, and hopes it will not be 
forced to buy, a pair of these foreign- 
made rubber shoes. We still demand 
the style, perfection of construction, as 
well as the proper fitting qualities for 
which the American rubber footwear 
is so well known. 

“It will be well for every shoe re- 
tailer in this country to bring all the 
pressure possible upon American manu- 
facturers, so that they will be able to 
produce on a basis that is economically 
sound. This can be accomplished by 
refusing to trade in the crude homely 
products made abroad at sub-wage 
standards.” 


Charles H. Dia 


MEYERSDALE, PA.—Charles H. Dia, 
55, passed away Sept. 17 after an ill- 
ness of several years. His first po- 
sition was as a clerk in Laird’s shoe 
store in Pittsburgh, where he worked 
for several years. 

Thirty-four years ago he took over 
his father’s shoe store, which was 
established in 1874, and which he con- 
ducted successfully until disabled by 
illness nearly a year ago. As his busi- 
ness increased and he needed more 
room, he purchased the T. W. Gurley 
Building on the west side of Center 
Street, about fifteen years ago, where 





Likewise, your windows are to at- 
tract people so they in turn will come 
in and buy merchandise; otherwise, you 
wouldn’t have them there. Isn’t it well 
to give them a lot of thought? Isn’t 
it well to look them over carefully and 
then ask yourself if they would make 
you want merchandise? Don’t you think 
it a pretty good idea the next time 
your windows are trimmed to try to 
pick out something you are interested 
in—some particular brand or type of 
shoe—and see if it is hard to find. 
It it’s hard for you to find, it will be 
much harder for the consumer. 

Likewise in the store. The woman 
asks for a pair of shoes. Let us not 
assume that she just wants that. We 
have so many more things to offer. Of 
course, it isn’t necessary to burden her, 
but in most cases you know your trade. 
Show her the hosiery that will go with 
her shoes; tell her that the colors are 
the proper fashion; suggest polishes to 
her. In this way you can overcome 
some of the handicaps of a shoe store, 
which is not conducive to creating de- 
sire for merchandise not seen in the 
window. 


(i  S 


the store is still located and will be 
continued by his widow. 

The funeral was largely attended, 
and as a mark of respect all business 
places in town were closed during the 
hour of the funeral. 


Pioneer Shoe Man Dies 


LONDON, OHI0—Foster Beery, 74, 
retired shoe merchant, died recently on 
his farm near here. He came to Lon- 
don 37 years ago and operated the 
Beery clothing and shoe store in part- 
nership with his two sons, Brooks and 
Matthew. He retired from business 
several years ago. In addition to his 
two sons he leaves another son, Isaac, 
of Detroit, and two daughters. 


Rev. Morris D. Landis 


PALMYRA, PA.—Morris D. Landis, 
who prior to entering the ministry of 
the United Christian Church, was en- 
gaged in the shoe manufacturing busi- 
ness here with his father, Jacob Lan- 
dis, as the J. Landis Shoe Co., died on 
Sept. 12 while being taken to a hos- 
pital to undergo an operation. He 
was 66 years old and is survived by 
one daughter. He attended Lebanon 
Valley College. 


Voluntarily Closes Store 


New RocHELLE, N. Y.—The Fash- 
ion Shoe Shop, 24 Mechanic Street, 
owned by Jack Kaplan, has been vol- 
untarily closed after being operated for 


7 years at the same location. Kap- 


lan’s future plans are undecided. 





Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, Oct. 1, 1932 


Introducing 


THE SAXON 


An American adaptation 


from the British 





C-H- 
ALDEN 


COMPANY 














DESIGNERS & MAKERS 
OF MEN'S FINE SHOES 


ABINGTON 
‘MASS: 




















When writing advertisers please mention Boot and Shoe Recorder 
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SHOE LACES 


AN IMPORTANT LITTLE DETAIL 





The wide-awake manufacturer never 
neglects his laces for he recognizes the qual- 
ity lace as one of the.smaller yet important 
items so necessary to the smart, finished ap- 


pearance of his footwear. 


Although the customer may not know 















that your shoe conceals a box toe, counter, 
shank, etc., he instantly sees the lace. A good 
looking, quality lace is a visible sign of inbred 
quality in the shoe itself. Equip your shoes 
with laces backed by 67 years of lace making 
experience. We can offer you a complete 
line of glazed, soft-finished, rayon, and mer- 
cerized laces for all types and grades of shoes 


at prices which make them unusual values. 


SHOE LACE COMPANY 


(Successor to Joslin Manufacturing Co., Established 1865) 


LAWRENCE, MASS. 


SELLING AGENT 
UNITED SHOE MACHINERY CORP., BOSTON, MASS. 


When writing advertisers please mention Boot and Shoe Recorder 
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ROSIE Sagi 
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NATIONAL NEWS 
>» HOW’S BUSINESS < 





Manufacturing Picks Up 


BostoN—The Boston News Bureau 
tells of improvement in the business 
of the United Shoe Machinery Corp. as 
a consequence of the general pick-up 
in shoe manufacturing, and adds: 

The larger shoe companies have in 
the past three weeks booked heavy or- 
ders, notably Endicott Johnson, which 
as a result of the largest sales volume 
in several years is running full tilt. 
International Shoe, as well as Endicott 
Johnson, has experienced a decided 
pick-up. 

The merchandising end of United 
Shoe Machinery is perhaps relatively 
more active than the machinery di- 
visions. This results from stocking up 
by factories in preparation for more 
active manufacturing operations. — 

Canadian business has. also turned 
materially for the better and the 
English company likewise shows a fa- 
vorable trend. In estimating the finan- 
cial effect of foreign subsidiary gains, 
however, the heavy discounts on the 
pound sterling and Canadian funds are 
rather confusing. 

Notwithstanding these various en- 
couraging developments it is quite 
probable that directors at their meet- 
ing this week will lean in the direction 
of conservatism with respect to divi- 
dend payments on the common stock. 
In other words, only the regular quar- 
terly dividend of 62% cents a share is 
likely to be paid and the $1 extra that 
was paid from 1925 to 1931 inclusive 
will not be ordered. 





Foreign Market Improving 


WASHINGTON, D. C.—Signs of the 
return of foreign markets for Ameri- 
can shoes were disclosed in the Com- 
merce Department trade report for 
August. 

Adding to the other indications of 
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improving. leather business provided by | 
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Labor Department indices, these sta- 
tistics showed that exports of leather 
footwear in August were 74 per cent 
greater than in July. 

Imports fell sharply, due principally 
to drastic curtailment of purchases 
from Czechoslovakia, and the August 
total was only 28,000 pairs as against 
88,000 pairs in June. 





H. C. Godman Co. Busy 


CoLUMBUS, OHIO—“Business has in- 
creased considerably in recent weeks 
and we are now operating all plants on 


‘full time, based on a five-day week,” E. 


W. Ellison, secretary of the H. C. God- 
man Co., announced last Thursday. 

Employment is being given to more 
than 3200 workers. 

The company has a daily capacity of 
30,000 pairs, and total production at 
alt plants under the present schedule 
is approximately 25,000 per day. 





Retail Sales Decline 


CoLumBus, OH10—Sales of the Schiff 
Co., chain shoe store operator, for the 
four weeks ended Aug. 27 were $600,- 
543.37, announces Robert W. Schiff, 
president. In the corresponding period 
a year ago sales were $720,922.75. 

The decline amounted to 16.69 per 
cent. For the first eight months of 
1932 total sales. were $5,653,853.98, 
compared with $6,653,853 a year ago, 
a drop of 13.67 per cent. 





“Best September in History” 


ATLANTA, GA.—The ladies’ shoe depart- 
ment of Rich’s, Inc., of which Oscar Thompson 
is manager, reports a material increase in sales, 
both in its main floor and basement department, 
over sales last September. The demand for 
shoes started with this department the middle 
of August, and it has been increasing steadily 
ever since. Suedes are reported in the lead, 
and figures indicate one of the best Septembers 
in the history of the department. 
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Small Factory Busy 


BLOOMSBURG, Pa.—George Mensch, 
president of the Crown Shoe Co. of 
Catawissa, near here, stated that the 
company has added a night shift. He 
also said that the company had sufficient 
orders on hand to keep the night sched- 
ule operating until Jan. 1 next. About 
100 hands are employed. 





>» WHAT'S SELLING? 4 





Oxfords Click in Dallas 


DALLAS, TEX.—Higher cut shoes are 
decidedly appealing to Southwestern 
women, and making business brisk, ac- 
cording to Dallas shoe merchants. In 
favor among early Autumn shoe shop- 
pers is not only the smart oxford, high- 
est cut shoe made, but pumps built up 
around the instep to protect. tender 
spot cut across by most shoes. 

Cuban heels that run from two to 
two and a half inches higher than last 
season are meeting with approval, one 
prominent shoe buyer stated. “Our 
customers have welcomed this new, 
good-looking heel that is built on a 
solid, substantial base that doesn’t turn 
under weight. 

“A popular choice for first Fall shoes 
has been a kid pattern trimmed with 
reptile, patent or silk kid. The dress 
oxford is also scheduled to be one of 
the most popular types in the South- 
west for daytime wear this coming 
season—that is, the oxford with regu- 
lation size heel and four eyelet lacing. 
Another oxford preferred is high heeled 
for afternoon wear and made of black 
suede with reptile trimming.” 

Pumps are also slated for success in 
the Southwest, Dallas merchants stated. 
Liked are pumps incorporating the side 
fastening idea, and built up around the 
instep. 

One leading shoe shop is promoting 
the low cut tie dress oxford with 17-8 
continental heel. It has a lizard motif 
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THE UNITED CUSHION HEEL 


MAKES FINE SHOEMAKING 
BETTER » ITS QUALITY IS AS 
HIGH CLASS AS ITS DESIGN 
» YOU CANNOT AFFORD 
TO MISS THE PRESTIGE IT 
WILL GIVE YOUR SHOES 


ITS PERFORMANCE ON FINE SHOES 


IN COMFORT AND 
WEAR IS AS FINE EVERYWHERE 


AS ITS APPEARANCE 


uiep 


MAKES ANY GOOD SHOE BETTER 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Store Promotes Archery 


RAYMOND, WASH.—The Morales Shoe 
Store has been promoting interest in the an- 
cient sport of archery in connection with the 
promotion of its sale of shoes. A certain 
amount of credit was given with each sale of 
shoes, and this, with a certain amount of cash, 
was good for a set of bows and arrows. 





at the side with a slight suggestion of 
a D’Orsay cut. Another fashionable 
shoe sponsored in this section of the 
country for Fall is the open throat 
pump. 

Generally, merchants have observed 
« trend toward matching the shoes to 
the type of Fall clothes to be worn. 
Brown is favored second to black since 
Dallas fashion editors have publicized 
the fact that brown shoes can be worn 
with black coats trimmed in brown furs, 
or with brown velvety finish coats, or to 
accompany the many brownish and tan- 
nish mixtures in tweeds. For gray en- 
sembles, gray shoes in service calf ox- 
ford or gray lizard are being promoted. 


Chicago Playing Suedes 


Cuicaco—Advertisements in news- 
papers, window displays and sales talks 
are all pushing suede for early Fall 
wear. This is good business as it 
will necessitate the purchase of other 
shoes later for mid-winter wear. One 
announcement states: new suede shoes 
tie up good looks with practicality. 
Another says; new suede shoes, so 
smart that you’ll watch every step for 
new lines and details. 

Besides suede, Calcutta lizard is a 
favorite in the style news. Because 
of its rough grain it is especially suit- 
able to wear with the popular tweeds, 
rough woolens, jerseys and knitted 
suits so much being featured this Fall. 
It is easily talked up for its wearing 
qualities as it will neither scuff nor 
peel, it is claimed. Patent leather is 
out -of the picture for smart wear, 
is the report from many quality stores. 

New Fall fashion points are sim- 
plicity, higher cut and a slightly lower 
heel. While straps are displayed con- 
siderably in publicity customers are 
buying for smart wear oxfords and 
pumps in preference to them, it is 
said. Many interesting details mark 
the season’s shoes. Silver pipings, pat- 
ent and reptile patches or strappings, 
bows and buckles on a side closing, 
wing like curves sweeping around the 
heel, straps of trims, insets and ap- 
pliques all add novel touches and notes 
of distinction. For dressy afternoon 
wear, however, the classic pump in 
suede (either black or brown) is high 
choice among the smart young set. 

Evening footwear is glamorous. 
Both sandals and pumps are popular. 
They are usually bought in white and 
tinted to match the costume. Crépe 
and moire are both good choices as 
they dye well. Some black satin 
sandals are elaborately decorated in 
threads of gold or silver. 





Golfers Favor Moccasin Types 


WILTON, ME.—Reports to the G. H. 
Bass Co. relative to the shoes worn at 
the recent National Amateur Golf 
Championship at Five Farms Country 
Club, Baltimore, Md, were very pleas- 
ing to the makers of the “Sportocosin” 
golf shoe. An impartial check showed 
that out of 154 starters, 58 wore this 
well known golf shoe. As the match 
progressed it developed that of the 32 
qualifiers, 18 wore Sportocosins and 
that three out of the four finalists were 
similarly equipped. The winner, C. 
Ross Somerville, a Canadian, has been 
a consistent wearer of these shoes for 
years. It was noted that even all the 
English contestants had on this Ameri- 
can made golf shoe. Some 20,000 people 
saw this exciting match. 


Good Fall Trade 


Des MoIneEs, IA.—Fall business has 
opened up generously with better vol- 
ume indicated for September than at 
this time last year in the opinion of 
V. E. Meline, manager of Crandall’s 
Boot Shop. Black and browns, as 
usual, are absorbing practically all the 
business, with suedes now a leader in 
materials. 

Crandall’s has added an entirely new 
line of women’s shoes at a higher price 
range than its other stocks, and has 
found increased interest on that ac- 
count. 

The children’s shoe departments 
opened with special exhibit booths in 
three Des Moines stores have been re- 
ceiving fair patronage, as they “struck 
when the iron was hot” immediately 
before the opening of school. 


Specially Featured Shoes 


CHIcaGoO—In the Delman shop at 
Mandel Brothers models in black and 
brown suede pumps with lizard heel 
and trim in connection with harmon- 
izing silk kid, and the continental heel, 
are selling for $18.50. 

Maurice L. Rothschild is featuring 
a new fall Brucewood tie at $7.50. It 
is of punched suede, black with silver 
shimmering through and brown with 
a bit of gold underlay. 

Marshall Field and Company are 
advertising black and brown suede ties 
and pumps with kid trim in their Field 
Peacock shoes, at $10. 

Carson, Pirie, Scott and Company 
have selected two ties at $10 for spe- 
cial publicity. Attention is called to 
the fact that they are practical because 
they go with many costumes. These 
special models are in black or brown 
kid, or black suede, with patent trim. 
They have simple pipings and indi- 
vidual tips and foxings. 

Hassel’s are presenting both in ad- 
vertising and window display a strap 
shoe with high heel at $3.45. They are 
in black and brown suede with elabo- 
rately designed trim of kid skin. 








EXCLUSIVE 
FRANCHISE 
AVAILABLE 


A VALUABLE FRANCHISE and a 
feature line are now available to re- 
liable shoe merchants. This line de- 
velops SATISFIED CUSTOMERS—the 
best advertising you can get—and, in 
addition, has distinct, patented fea- 
tures on which you can build and grow. 


Today all progressive concerns seek 
SALES ADVANTAGES—better ways to 
defeat competition; new features to 
build sales and repeat business. 


The Air-Tred Shoe — construction 
patented and protected—has special, 
exclusive features. Other stores can- 
not duplicate Air-Tred Shoes; you sell 
Air-Tred. Shoes to create exclusive 
GOOD WILL AND REPEAT BUSINESS 
for YOUR OWN STORE, and as you 
sell them you establish your sales 
monopoly. 


The NEW AIR-TRED SHOES are 
highly salable, appealingly styled and 
particularly fit present demands for 
economy, superior comfort and quality. 
Air-Tred Shoes are priced to retail at 
$5; an Advertising and Merchandising 
Plan goes with the franchise. Air- 
Tred styles are IN STOCK at Auburn, 
Maine for rapid, at once service. 

e 

Here is a FEATURE LINE—a 
PROFIT-MAKING FRANCHISE OPEN 
TO YOU! It costs you nothing to in- 
vestigate. Write us today—NOW— 
for Free Information on the NEW Air- 
Tred Shoes. Let us explain this val- 
uable franchise to your satisfaction. 

Free catalog or sample pairs mailed 
on request. 


AULT-SHACKFORD 
SHOE CO. 


AUBURN - MAINE 


Also makers of Ault-Shackford 
SILHOU-WELTS 






























WHERE TO BUY 
Shoe Forms 


| Fairy Sorms| 
FOR SHOES AND HOSIERY 
made from white, 
transparent or colored 
FAIR YLITE 
Shoe Form Co. Inc., Auburn,N.Y. 
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WHERE TO BUY 
Men’s Shoes 
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Men’s Fine Shoes 
OLD COLONY SHOE CO 
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Shoes Now Retail $8.50 Up. 


A. E. NETTLETON CO. 
BH. W. COOK, President 
Syracuse, ° 
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Holds Demonstrations of Children’s Shoes 












New York—The recent demonstra- 
tion on Balta Proper-Bilt shoes at 
White Plains, N. Y., East Orange, 
N. J., branches and at the main store 
of B. Altman & Co., Fifth Avenue, was 
very satisfactory from every angle, ac- 
cording to the mahagement. They 
state: “The activity as a whole was so 
gratifying that additional demonstra- 
tions will be conducted in our three 
















stores the last week in September and 
the first week in October. The co- 
operation of The O’Donnell Shoe Co. for 
these special events has been of un- 
limited value to us.” The window trim 
shown above was photographed at the 
White Plains Altman store. Similar 
windows were installed in the East 
Orange and Fifth Avenue Altman 
stores. 





» TRADE DOINGS 4 





Hide Exchange Elects Officers 


NEw YorK—At the annual election of 
the New York Hide Exchange, held 
Sept. 21, E. L. McKendrew, president, 
as well as all other officers, were re- 
elected for a third term without a dis- 
senting vote. All members of the pres- 
ent board of governors were also re- 
elected. 

The officers and governors who will 
serve for the ensuing year are as fol- 
lows: President, E. L. McKendrew, 
of Armand Schmoll, Inc.; first vice- 
president, Armand Schmoll, Jr., of 
Schmoll Fils Associated, Inc.; second 
vice-president, Claude Douthit, of the 
American Hide & Leather Co.; treas- 
urer, Floyd Y. Keeler, of Orvis Brothers 
& Co. 

The members of the board of gov- 
ernors who were re-elected were Harold 
L. Bache, of J. S. Bache & Co.; Ralph 
L. Pope, of the Northwestern Leather 
Company Trust, Boston; Arthur L. 
Webster, of A. L. Webster & Co., Chi- 
cago; Leo Arnstein, of J. S. Rossbach 
& Bros., Inc.; George B. Bernheim, of 
R. Neumann & Co.; Louis F. Clarendon, 
of M. E. Clarendon & Sons Co., Inc.; 
I. Henry Hirsch, of Adolph & Co., Inc.; 
Milton R. Katzenberg, of Jacob Stern 
& Sons; Jerome Lewine, of H. Hentz & 
Co.; Fraser M. Moffet, of the Tanners’ 
Council of America, and David G. Ong, 
of the United States Leather Co. 








Has Successful Sale 


BALTIMORE, MpD.—More shoes, more 
styles and greater savings are the out- 
standing features of the 75th Hess 
sample sale of men’s shoes held by 
Hess. The price at this sale is $5.90, 
which is the lowest in many years. In- 
cluded in the stock offered are values up 
to $15. Hess, which has been selling 
“soles of honor since 1873,” is one of 
the most prominent exclusive shoe re- 
tailers of the city, and is the only 
establishment which makes a practice 
of holding twice a year a sale of men’s 
sample shoes. The fact that this is 
the 75th such event attests to the suc- 
cess which has attended all Hess’ 
sample sales of men’s shoes. 


Boise Has Style Show 


Boise, IpAHO—In connection with 
the annual Fall style show given at the 
various leading shoe emporiums, man- 
ager C. C. Anderson, of the Golden 
Rule, featured I. Miller’s beautiful 
shoes, including the $10 brown ooze 
pumps and the black kid pumps, and 
the black suede oxfords at $7. 

At Falk’s, suede shoes in popular 
colors filled the windows. 

‘Burnett’s Shoe Company featured the 
popular priced shoes from $3.95 to 
$7.50, as also did The Cinderella Shop, 
wane. featured the Red Cross shoes at 

6.50. 
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A 
Book 
Every 
Shoe 
Dealer 
and 
Sales- 
person 
Should 


Have 


/ 






Arteries of the Los end Feet 
Veins of the eo 
Eee of the Leg and Foot 
i Sin and Nal 
Deormiis of te Tow 
Scsmineton of the Foot 
Shortened Calf Muscles 
Weak Foot and Flat-Foot 
Treatment of Weak Foot and 
Flat-Foot 


Hollow Foot 

Metatarsalgia and Morton's Toe 

Method of Fitting Arch Supports 

Corrective Exercises 

7 and Bunion 
Hallux R or Painful Great Toe 





E -lelate bn 












Over 600 Pages of Interesting Scientific, Practical Data and 
over 400 Illustrations. Many anatomical pictures in color. 


Send No Money — Just the Coupon 


If you are really interested in making yourself more 
proficient, fill in and mail to us today, the coupon below. 
It will be the right step in the right direction. You have 
everything to gain and nothing to lose. 


Table of Contents 


Syed Most Heel 
Weak ak Ake, Sx fontned Ankle, and 


New Edition 
J ust Out 


THE 
HUMAN 
FOOT 


Anatomy, Deformities 
and Treatment 
by DR. WM. M. SCHOLL 


Every one in your store who fits 
shoes needs the knowledge of the 
foot which this book imparts in 
simple, every-day language. It ex- 
plains fully how to determine the 
condition of the customer’s foot 
and the bearing which this has 
on the correct fitting of the shoe. 


It will enable you to avoid com- 
plaints due to conditions which 
cause the shoe to wear out prematurely in 
certain places. An understanding of these facts will 
bring about a big increase in sales and _ profits. 


“THE HUMAN FOOT” will make everyone who 
studies it a better and more efficient salesman. There 
are hundreds of subjects treated, anyone of which is 
worth more than the moderate price of this work. 

















Tate or Club Fest 





Pes Cavus, Hump-Foot, Hollow 





Callosities—Cal! 
agrowing Toe-Nail 


aa 


Method of Making Plaster of 
pees me Cost 


First A\ 
Care of the Feet 





THE SCHOLL MFG. CO., Inc. 
213 W. Schiller St., Chicago 
62 W. 14th St., New York City 


Gentlemen: 


within 10 days. 
NAME 


Kindly send me a copy of Dr. Scholl’s 
“Human Foot Book” for which I pay the postman $3.50, 
plus a few cents postage, when he delivers the book to 
me. If not satisfactory, I will return it, in good condition 





ADDRESS 








CITY 











SEA eis sstssscssasssscccseth | 








When writing advertisers please mention Boot and Shoe Recorder 



















































50 


WHERE TO BUY 


Children’s Footwear 














CHILD | 
LIFE 

7 Grade 
Goodyear Welt 


Shoes in Stock 
CHILD LIFE SHOE- 


Q) cous Inc. 
CEDAR GROVE 
WISCONSIN 


OAT 6 A EF Ee 


WHERE TO BUY 


Women’s Shoes 








‘ FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 
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WHERE TO BUY 
Spats 


hel el ili ili in 





TATA 


er a 
BOND STREET 


Spats 


America’s best 


Styled in England — 
made in a full range of 
sizes and correct colors. 
Backed by timely, 
a aoe —_ 
advertis n The Sat- 
urday _ 2.8 Post. 
Strong merchandising 
Immediate delivery from 











helps—attractive packages. 
stock. Write today for samples to 


THE WILLIAMS MFG. COMPANY 
Portsmouth, Ohio, U. S. A. 

















Ad Brought Results 


DETROIT.—One specialty lately advertised by 
Fyfe’s was shoe racks. This accessory was 
given an entire advertisement in “The Detroit 
Shopping. News,” going to most homes in the 


city. Racks were advertised at eighteen cents. 


a piece, and a space of two inches, two col- 
ums wide was used; this was a one day. special, 
and brought satisfactory results. The novelty 
of the item chosen for emphasis, through being 
the subject of an entire ad. of ‘this size, was 
an interesting and successful study in adver- 
tising. 
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Successful Sales Event 


New Haven, Conn.—‘New Haven 
Day,” city-wide merchandising event 
sponsored by the Retail Division of the 
Chamber of Commerce, was staged here 
Sept. 22, with the community’s shoe 


‘merchants playing a prominent part. 


Sydney Stokes, proprietor of the 
Walk-Over Shoe Shop, who achieved 
nation-wide recognition for his suc- 
cessful management of the first “New 
Haven Day” a year ago, an event which 
he was credited with originating and 
carrying through, was again active. 

Shoe men who took part in this sea- 
son’s event were unanimous in pro- 
claiming the day a success, all pointing 
to increased sales volume made possible 
by the extra thousands of shoppers 
brought into the city. 

Among the dealers participating ac- 
tively, in addition to Mr. Stokes, were 
John P. Lund, the John P. Lund Co.; 
Spencer Shoe Store; Emerson-Darby, 
Inc.; Louis Rosenfeld, and Rose-Marie 
Shoes, Inc. 

Shoe departments of a number of 
haberdashery and department stores 
also participated, including Long’s Mer- 
chandise Corp., C. E. Longley Co., J. 
Johnson & Sons, Besse-Richey, Shar- 
tenberg’s, Stanley’s and others. 





Has Fall Opening 


CANTON, OHI0—Fifteen retail shoe 
merchants, including the leading stores 
of the downtown section, joined with 
some 100 other retail merchants re- 
cently in the sponsoring of the annual 
Fall opening. Several of the re- 
tailers presented the newest in Fall 
footwear on living models in their 
stores and windows. All concentrated 
on a special showing in their windows. 
Eight dance bands of the city, played 
afternoon and evening in the shoe 
stores. One merchant used a cut of 
the band playing in his store, in a 
special edition of the local newspapers 
carrying the Fall opening advertise- 
ments. The exploitation was the most 
successful attempted here in recent 
years. 





Squeak Remover for Shoes 


RocHESTER, N. Y.—Ernest R. Park, 
manager of the Park-Brannock shoe 
store, has placed on the market a de- 
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vice for removing squeaks from~ shoes 
which he calls Park No-Squek. 

The device consists of a patented in- 
strument for inserting Park No-Squek 
liquid into the shank or counter of the 
shoe, wherever the squeak may be, and 
after the shoes have dried thoroughly 
the squeak is no longer present to 
annoy the wearer. 

In addition to its usefulness as a 
squeak remover, Park No-Squek can 
be used for cementing metatarsal pads 
of all kinds, inserting toe linings, and 
waterproofing soles. 





Successful Fall Opening 


AKRON;. OHIO—A. Polsky Company, 
one of Atkron’s largest department 
stores, in connection with its 47th 
anniversary sale went after Fall foot- 
wear “business with a vengeance. 
Full page ads in the newspapers 
were used in addition to an appeal- 
ing window display. Response was 
heavy from the openings of the spe- 
cial sale, and a large volume of foot- 
wear was moved as the result of the 
special exploitation. Not in recent 
years has a local store put across such 
effort in an attempt to stimulate shoe 
buying. 





Unaffected by Merger 


CoLumsBus, OH10—The merger of the 
plants of the Lape & Adler Co. with the 
Julian & Kokenge Shoe Co., the latter 
of Cincinnati, at the increased plant of 
the Lape & Adler Co. of Columbus, 
does not affect the lines produced by 
either of the former factory units, it is 
announced. The former lines of the 
Foot Friend and Meadowbrook, made 
by Lape &,;Adler, are being continued 
and are going better than ever. The 
advertised line of the Julian & Kokenge 
Co., the Foot Saver, is also going quite 
big, it is announced. 


Gives Style Talk 


DALLAS, TEX.—H. B. Delman, de- 
signer of Delman shoes, visited Dallas 
on Sept. 13 to exhibit a collection of 
more than 250 new hand-made Fall 
shoes at Neiman-Marcus store. Among: 
the style information he gave Dallas 
women was that of the smart contrast 
“of emerald green, purple or American 
beauty crépe sandals with a black, 
white and sometimes brown evening 
gown.” Most startling of the evening 
collection was the “Olympic” sandal, 
made entirely of narrow straps. . 








Hide Futures Irregular 

New York—Hide futures values on 
the New York Hide Exchange moved 
irregularly during the week ended 
Sept. 23 in line with the trend in the 
securities and in other commodity mar- 
kets, and at the end of the period 
showed net gains of 35 to 45 points. 
Trading in hide futures was fairly ac- 
tive, with a turnover of approximately 
10,000,000 Ib. 

No substantial transactions took 
place in the spot market. 
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POSTAGE STAMP 
ON AN ENVELOPE 
ADDRESSED TO US 
WILL BRING YOU THIS 


MATS OF NEWSPAPER ADVERTISEMENTS 


THAT WILL CARRY ONLY YOUR STORE’S 
NAME.- A MERCHANDISING CAMPAIGN 


ot 


TO HELP MOVE YOUR ENTIRE STOCK 


The Kangaroo Association has created 
material that will help Retail Shoe Stores 
all over the country increase their sales... 
advertisements written by a skilled adver- 
tising agency; expert merchandising ad- 
vice as to how you can use these advertise- 
ments to increase sales on al/ of your stock! 


The Kangaroo Association will be glad 
to send all of this material, free, to any shoe 
store handling shoes of genuine Kangaroo. 


Retail stores from Maine to Texas are 
already using these advertisements ‘ 
profiting from their gripping “headlines” 
and commanding illustrations; from the 
customers brought into their stores and to 
whom they can sell many things beside 
shoes of KANGAROO; cashing in on 
the fast-growing, popular interest in this 
superb leather. 


KKangaro 


Each advertisement is written to carry 
only the name of your store. We have pre- 
pared a newspaper called the “Daily Sales” 
in which we show you how these advertise- 
ments would look in your local paper, and 
which also explains the merchandising 
plan, and how these advertisements will 
help increase sales on every item you stock. 
Send for your free copy of this newspaper, 
addressing your request to the Kangaroo 
Association, 9th and Westmoreland 


. Streets, Philadelphia, Pa. 


The Kangaroo Association, and the ma- 
terial it is offering to help you increase the 
profits from your business, is sponsored by 
the Surpass Leather Company, Philadel- . 
phia; the Richard Young Company, New 
York, and the Ziegel Eisman Company, 
Boston. 


Tanned in 
AMERICA 


When writing advertisers nlease mention Boot and Shoe Recorder 








WHERE TO BUY 


Men’s and Women’s 
Slippers 


B. EVANS SON CO., Wakefield, Mass. 





QUALITY TURN 
D’ORSAYS 


All Colers A & C in Stock 
te Retail at $2.00 
Write for catalogue 
FREEMAN-THOMPSON 
SHOE COMPANY 
St. Paul 











W. 8S. CHASE & SONS, INC., 
HAVERHILL, MASS. 


in Stock Men's Full Leather Lined 
Handturned Slippers 


Priced from $1.60 


Kid Pullman Slippers 
colors and Black with 


Snap Pocket $1.35 
Zipper Pocket $1.50 


Ce ei i edi cdi ei 


WHERE TO BUY 
Athletic Shoes 


Om he 08 48 8 eel 


WHERE TO BUY 


Sport Footwear 
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IN THE TEMPO MODERNE 


PITTSBURGH.—This unusually effective Fall 
Opening Display of Si-En-Tiffick Shoes was a 
recent feature in the Fall Opening Displays of 


Chicago Hosiery Trends 


CHICAGO — Merchants are finding 
something to talk about besides price in 
featuring new hosiery. At Marshall 
Field & Co.’s special jacquard lace top 
stockings are selling for $1.15. They 
are sheer and dull with a double heel 
and toe and are shown in light brown 
and sun beige, in doe beige and in dark 
taupe. At the same store are sheer 
dull stockings with a lace clock at 95 
cents. At the same price is a “white 
picot top” two-thread tissue chiffon 
with narrow heels and fine seams. 

Mandel’s are showing a Kayser hose 
at $1 with an all-silk flexible top from 
just above the knee that is claimed to 
give extra length to the tall woman and 
extra width to the heavier woman. Be- 
cause of its elasticity it is further 
claimed that it is less liable to runs. 

At O. G.’s Madison Street store is of- 
fered a Duo-Flex accordion lace top 
stocking that it is also claimed will 
stretch in length as well as in width 
and that not only fits better, but also 
eliminates out sizes. These are selling 
at $1. 

Men’s silk hose are being advertised 
at The Hub for 75 cents (formerly $1). 


>» ABOUT PEOPLE 4 
A. H. Buehler With Davis 


Cuicaco—A. SH. Buehler, for- 
merly of Marshall Field & Company 
and Mandel Brothers, Chicago, in the 
capacity of shoe buyer, is now con- 
nected with the Davis Company, Chi- 
cago, to merchandise their entire shoe 
business. Wm. B. Jackson will stay as 
associate in the children’s and men’s 
departments, and D. H. Lawkon as as- 
sociate in ladies’ shoes. 


Arthur Solo Manager 


WATERBURY, CONN.—The Clyde Shoe 
Store has opened at 120 Bank Street 
with Arthur Solo as manager, featur- 
ing women’s and children’s shoes. 
Joseph Strong is assistant manager. 


Frank and Seder. The complete line of Si-En- 
Tiffick Shoes are carried in the Frank and Seder 
up-stairs shoe salon, managed by Harry Marx. 


Reopens Jobbing House 


MiaMI, FuiaA.—Theodore Gulkiss and 
Max Spector have reopened their job- 
ing house here. They have taken new 
quarters at 12 N. E. 3d Street, where 
they have a large warehouse and show- 
room. Theodore Gulkiss has just re- 
turned from a buying trip and they 
will be ready to resume operations im- 
mediately. 


Goes to Yakima 


PORTLAND, ORE.—C. E. Hyde, well- 
known to the shoe fraternity and for- 
merly president of the Portland Chap- 
ter of the Pacific Northwest Shoe Re- 
tailers Association, has gone to Yakima, 
Wash., where he will be in charge 
of the shoe department of the Cinder- 
ella store. 


Hillman Fish in Dallas 


Dauuas, TeEXx.—Hillman Fish, for- 
mer manager of the Burt’s shoe store 
in Atlanta, Ga., has assumed manage- 
ment of Burt’s Dallas store, 1308 Elm 
Street. Before coming to Dallas, Mr. 
Fish visited the shoe displays of lead- 
ing manufacturers and selected Fall 
stock. 


Miss Goldstein on Coast 


PORTLAND, OrRE.—On a tour of the 
key cities, Miss Kate Arlene Goldstein, 
talented stylist of New York, spent 
some time in Portland, giving helpful 
trade suggestions to dealers. 

Oscar Olman and B. Rosenfeld, 
operating the Bedell shoe department 
were the official guides for Miss 
Goldstein, who also gave a style talk 
over station KEX. 


Featuring Burgundy Patent 


Boston—Colonial Tanning Co. has 
just completed an entirely new line of 
colored patent leather, featuring their 
Burgundy Patent, which has met with 
an enthusiastic response from the shoe 
manufacturers throughout the country. 
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Durability . .. with no excess in mass 
or weight . . . elements just as essential 
in a box toe material as in the proper 


construction of a Dirigible. 


© Celastic Box Toes furnish these 


requirements. 


WT 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 








WHERE TO BUY 


Dancing Shoes and Taps 


 KENDALL’S P#OPESSIONAL 3 


IN-STOCK 
Style No. 13 


Pat. Lea. or Bik. 
Kid with Full 
Cloth 





$1.65 


Women’s Sizes, 2% -8 
$1.65 


Misses’ Sizes, 11-3 


Widths B-O $1.55 


a KENDALL SHOE COMPANY 
HAVERHILL, MASS. 
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TAP SLIPPERS 
IN-STOCK 
Black Kid One ee | 
1 


BROOKS SHOE MFG. 
Swances & Ritner Sts. 
Philadelphia 


STUDENT TAP 


A fast-selling dance slip- 
per designed exclusively 
for technique; avail- 
able at NEW LOW prices! 
Black Kid retails t- 
ably at $2.45. atent 
Leather retails at $2.75. 
ineludes taps free! 

Send for new catalog. 
Ask about 

















CHICAGO 
STOCK DEPT. 
159 No. State St. 


LOS ANGELES 
STOCK DEPT. 
1951 Hillhurst Ave. 


MAIN OFFICE AND 
FACTORY 











THE LEADING TAP SHOES 
IN STOCK 
Insist on TURNS for your 


Patent Leather 
or Black Kid 


TAPS 


: 11%, to2 
Oto: 118 


Packed-in 
18 or 36 


2270 
Write for 
sample-pairs 
The Norridgewock Shoe Co., Inc. 
‘_—ummmmms NORRIDGEWOCK, MAINE qummmm, 











Declares Dividend 


GIRARD, OHI0—Directors of the Ohio 
Leather Co, meeting recently declared 
the regular dividends on eight per 
cent and seven per cent preferred 
stock and 25 cents on the common 
stock. The dividend is payable 
Oct. 1, on stock of record Sept. 20. 





» STORE CHANGES 4 


To Open Two Stores 


CINCINNATI—The Dan Cohen Shoe 
Co. announce the opening of two new 
stores early in October. 

A new store will be opened at 531 
Main Street, Zanesville, Ohio, and an- 
other store at 423 S. Gay Street, Knox- 
ville, Tenn. Leases have been secured 
on both locations and _ considerable 
money is being spent by the Cohen com- 
pany remodeling the stores, putting in 
new windows and new fronts. 

The usual popular line of men’s, 
women’s and children’s shoes will be 
handled. The additional stores will 
make 35 retail stores controlled by 
Cohen’s, who have been in business 
about 40 years. 

Ben Friedman of this firm stated 
they believed this to be a very good 
time to open retail stores, owing to the 
cheapness of leases, and that the com- 
pany contemplated opening several 
more this year. 


New Minneapolis Outlets 


MINNEAPOLIS, MINN.—Interest in 
the shoe business is indicated by the 
opening of new departments by sev- 
eral retailers.- Neisner’s basement 
underselling shoe department, in which 
shoes are found for the entire family, 
opened with much éclat, in time to get 
some of the late school trade of the 
younger children. 

The Leader Department store an- 
nounces a new all-leather shoe sec- 
tion, Friedman-Shelby Co. line and the 
Red Goose shoe for the children. 

The Dayton company has placed a 
new shop of inexpensive shoes on the 
balcony, a permanent department for $4 
shoes. 

The Standard Clothing House an- 
nounces a new shoe department fea- 
turing $4 shoes for women and juve- 
niles. The store has been made ex- 
clusive representative of the Irving 
Drew Shoe Co. 


Bostonian Store Moves 


LOUISVILLE, Ky.—A new two depart- 
ment men’s store operating as the 
Bostonian Men’s Store, 421 South 
Fourth Street, Louisville, was recently 
opened. 

Harry Rietze, an experienced haber- 
dasher, who formerly operated a com- 
plete men’s store in the Henry Clay 
Hotel building has the furnishings 
goods department, operating as Harry 
Rietze, Inc., he having recently incor- 
porated a new company. 

The other department is owned by 
the Bostonian National Shoe Stores, 
Inc., handling Bostonian shoes, and is 
in charge of Tom Van Hoesen, who for- 
merly was with the same department 
when it was located in the Boston Shoe 
Co., a concern which no longer has a 
men’s shoe department. 
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Buys Twentieth Century 
Shoe Co. 


MIDDLETOWN, Pa.—Walter E. Bax- 
tresser, for many years identified with 
the shoe business in Middletown, bought 
the stock and fixtures of the Twentieth 
Century Shoe Co., and in the future the . 
store will be conducted as an indepen- 
dently owned business. 

Mr. Baxtresser is a son of the late 
J. H. Baxtresser, who in 1873 opened a 
shoe store in the McNair building, on 
Union Street. This store was later 
taken over by the Baxtresser Brothers, 
Will and Walter, and was destroyed in 
the fire of 1910. 

In the year 1912 Mr. Baxtresser be- 
came identified with the Twentieth Cen- 
tury Shoe Co. as one of the stockholders 
and manager of the Middletown store 
which he conducted until this morn- 
ing, when he purchased the business 
from the Twentieth Century chain. 





Miss Sylvia Doré, Shoe Designer, who has 
recently returned from a six months stay 
in Paris with many new ideas for Ameri- 
can retailers and shoe manufacturers. 





New Specialty Shop 


ATLANTA, GA.—The Marilyn, a new 
shoe and hat shop for women, has 
recently been opened at 120 Alabama 
Street. S. W. Robert Wood, well-known 
shoe man, is in charge of the shoe de- 
partment, which is displaying more 
than 80 styles of shoes. The shop will 
handle popular priced lines, according 
to Mr. Wood. 


Walk Over Remodels 


WARREN, OHIO—The Walk Over Shoe 
Co., which recently remodeled and re- 
arranged its store here, is now man- 
aged by W. B. Sweet. New fixtures, 
including an X-Ray machine, have been 
installed in the store. 
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ee display shoes may be fashioned of the finest 
leathers. They may present the last word in design 
—but unless they are correctly formed with light 
weight Flex-to-fits, window shoppers may not know 
it. 


Flex-to-fit Fairy Lasts make stoppers into shoppers. 
Their contrasting color catches the eye. Their perfect 
flexing forms the vamp while the back member of the 
form supports the strap and narrows the quarters. eet ee 
Shoes are held gently but truly to their original shape. forming, it perfectly. 


Furnished in a choice of six delicate pastel tints, red, 
yellow, green, pink, blue and lavender, as well as 
black and white. Ask your manufacturer to fit your 
display shoes with Flex-to-fit Fairy Lasts. 


SHOE FORM CO., Inc., AUBURN, N. Y. 


al’ 


e 
PROTECTED BY AMERICAN Sh OCS YJAnD FOREIGN PATENTS 


Licensed Manufacturing Branches 
United Last Co., Ltd., Montreal, Que. 
Northampton Paris Frankfort Melbourne 
England France Germany australia 


This smart new shoe is furnished through the courtesy of The Brown Shoe Company, St. Louis. 
Note how the Flex-to-fit forms the vamp, supports the strap and narrows the quarters. 


























COME TO READING || PENNA Dewe | DeWit 
you will be delighted to visit the many Operated Hotels § i. Operated Hotels 


spots of a oe > this famous feature ri feature 
Mei HS | {nual aa 
this Modern, Fireproof Hotel 4 mrorteure $2.50 Single 


300 ROOMS 
RATES: $2.00 to $3.50 


ooms 


In Cleveland Its The HOLLENDEN 


ELMER HOGREN, MANAGER 
1050 Rooms, all with Bath and 4-Station Radio Speaker 


In Columbus Its The NEIL HOUSE 


TOM A. SABREY, MANAGER 
655 Rooms, all with Bath—“Across from the Capitol” 


In Akron Its The MAYFLOWER 


Cc. J. FITZPATRICK, MANAGER 
450 Rooms, all with Bath and 4-Station Radio Speaker 


. : sf Ly “ a a : N ft ee 7 
GEORGE-L. CROCKER © Resident Manager ——__( == 
e We 4 
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WHERE TO BUY 
Bodling Shoes 








BOWLING SHOES 
IN-STOCK 






Style No, 224 Gov't Tax 





BROOKS SHOE MFG. CO. 
Swansen & Ritner Sts.,. Philadelphia 











WHERE TO BUY 
Ballet Slippers 








BLACK KID BALLET 


SLIPPERS 
Soft and Hard Toe 
2 kk Fans $1.35 
BO BE 00 Bic cc cccsavesasves 1.80 
Citivas © te 12... ccncececesece 1.25 


Hs r ir Higher 
50 N. 4th St., Philadelphia 














WHERE TO BUY 
Sandals 








DANCING SANDALS 


Pearl, Fawn, Black Leather— 
500 Pair 







Red, Green, Blue, Purple 
Leather—d5e Pair 


BROOKS SHOE MFG. CO. 
Swarson and Ritner Sts., Philadelphia 
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WHERE TO BU 


Riding Boots 





RIDING BOOTS 
‘ IN-STOCK 


For Men, Women and 
Children—also 
Jodhpurs and Field 






Boots. 
Write for catalog, 









HELPS CLEAN SPORT SHOE 
STOCK 


Brouwer’s, Milwaukee downtown shoe store, 
does not believe in carrying its stock of men’s 
two-tone oxfords and sport shoes over into the 
next season. Accordingly late in the season 
the shop offered these sport shoes at half price 
pointing out that they would be appropriate for 
at least two months more. 

As an incentive the store offered to the pur- 
chasers of these shoes the oportunity of re- 
turning them anytime before December 1 and 
have them dyed black free of charge, if they 
did not care to lay them aside for next year. 

This plan should prove of assistance to those 
retailers seeking to move their sport oxfords 
near the close of the summer season, since it 
permits the purchaser to wear the shoe after it 
has been dyed during the reminder of the fall 
and winter at no extra cost to him after the 
summer season is over. 


(RRR 





» STORE CHANGES 4 








Opens in Princeton, Ky. 


PRINCETON, Ky.—A new firm com- 
posed of John H. McLin of this city, 
together with Scott and Arnold of the 
Dunlin store of Madisonville, have 
leased space in the Wood & Murphy 
store and will operate a shoe store 
under the name of The Fashion Boot- 
ery. A complete line of women’s shoes 
in the price range of from $2.95 to 
$6.50 is being stocked. A good hosiery 
stock will be maintained. 

Mr. Arnold will do the buying, as- 
sisted by Mr. McLin, who has had more 
than twenty years’ experience on the 
road selling shoes. An expert in the 
fitting of shoes with many years’ ex- 
perience in Madisonville, Ky., also 
Jacksonville and Miami, Fla., will be 
connected with the sales force. Mrs. 
John H. McLin will also be connected 
with the store as saleslady of shoes and 
hosiery, and as bookkeeper. 





Dissolves Partnership 


LOUISVILLE, Ky.—Charles E. Phil- 
lips, president, Arch Preserver Shoe 
Shop, Inc., 382 West Chestnut Street, 
Louisville, handling Arch Preservers 
for ladies, has purchased the interest 
of his partner, H. Y. Fowler, secretary, 
in the business, as of Sept. 15, Mr. 
Fowler leaving the organization, which 
was formed about seven and one-half 
years ago. Mr. Phillips is a Louisville 
man, who started his shoe career with 
Byck Brothers, later becoming assist- 
ant manager of the shoe department of 
the Kaufman Straus Co., and suc- 
ceeded Bert Davis as manager of that 
department, remaining with the com- 
pany a number of years, then going 
with the shoe department of the Stew- 
art Dry Goods Co., prior to establish- 
ing his own business. 
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Store Rehabilitated 


BALTIMORE, Mp.—Vestiges of the 
fire which some time ago destroyed the 
store building housing the Queen Qual- 
ity Shop at 9 West Lexington Street, 
Baltimore, Md., have been removed, all 
damaged stock disposed of in a sacri- 
fice sale and the building has been re- 
built and remodeled into a modern 
women’s shoe shop, which is featuring 
Queen Quality and Vitality Arch foot- 
wear at recognized popular prices. 





Adds Men’s Shoes 


CANTON, OHI0O—Stone’s Clothes, a 
men’s clothing store here for the past 
12 years, has acquired two additional 
rooms, adjacent to its present location 
in Tuscarawas Street, E., and is mak- 
ing extensive alterations, which when 
completed the store will add men’s and 
boys’ footwear, according to Sam J. 
Stone, proprietor. The footwear de- 
partment will be all new with most re- 
cent appointments and fixtures. 





Son Assumes Charge 


WASHINGTON, Pa.—Retirement from 
active business has been announced 
by I. R. Newmark, who operated a re- 
tail shoe store here for the past 33 
years and another shoe store in Canons- 
burg, near here. II] health was given 
as the cause. Bernard Newmark, his 
son, who has been associated with his 
father in the business for some years, 
will assume full charge. 





New Ypsilanti Store 


YPSILANTI, MicH.—A new retail shoe 
company has been incorporated to oper- 
ate at 34 North Washington Street. 
This company is capitalized at $2,000, 
with common stock issued at $10 per 
share, and will operate as Brien & 
Stephens, Inc. Incorporators are Rex W. 
Stephens of Ypsilanti and Kaye Brien 
and Bancroft Brien of Birmingham, 
Mich. 


Forms New Company 


BRISTOL, CONN.—The Bristol Shoe 
Co., Inc., has been formed to operate 
the store at 187 Main Street, formerly 
conducted by the Burton Shoe Co. 
Paid-in capital is $3,400, with $50,000 
authorized. G. H. Grant of New Haven 
is president; Irene Glazer, New Haven, 
vice-president; Grace Drill, Bristol, 
secretary, and D. S. Drill, Bristol, 
treasurer. 


__— 


Branch Closed 


ATLANTA, GA.—Gordon Warren, who 
for the past year has been manager of 
the shoe department of the Athens, 
Ga., branch store of the George Muse 
Clothing Company, has, with the clos- 
ing of the branch, returned to. the shoe 
department at the main store in At- 





lanta. 
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St. Lourts—In the year 1928, Johan- 
sen Brothers Shoe Company, St. Louis, 
sensed the demand for lower priced 
footwear and began seeking a location 
to erect a new modern plant. 

After much consideration, it was 
finally decided to start construction of 
the Barnes Shoe Company plant in 
Centralia, Ill. The factory structure 
was completed and ready for occupancy 
about the middle of November. 

Production was started on Dec. 17, 


>» ON THE SELLING END 


Confers on Travelers’ Problems 


INDIANAPOLIS, IND.—John S. Whit- 
temore, president of the National Shoe 
Travelers’ Association, will be in this 
city for several days during the week 
of the 26th, and will discuss matters 
of importance with the officers of the 
Indiana Shoe Travelers’ organization. 
Announcement of his arrival was made 
by A. F. McCord, assistant secretary 
of the Indiana association. 


Visiting the Retailers 


PorRTLAND, OrE.—L. A. Rohden, di- 
vision sales manager of the Central 
Shoe Company, St. Louis, with head- 
quarters at Sacramento, Cal. spent 
the past two weeks in Oregon 
with the company’s. representative 
here, Lud Alley. Mr. Rohden noted 
a. substantial gain in the volume of 
sales on the company’s makes of shoes, 
due in part to the many dealer helps 
of the Central. 


Chas. Havranck Made Secretary 


New York, N. Y.—Charles Havranck 
has» been elected as secretary of the 
New York Boot and Shoe Travelers 
Association. This is to fill the va- 
cancy made by the death of the late 
Harry F. Baker. Permanent head- 
quarters will be maintained at Room 
587, Marbridge Building as heretofore. 


ting go 
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1929, under the supervision of Larry 
Vorwerk, who had formerly been as- 
sistant factory superintendent in the 
Johansen plant, and knew exactly what 
was expected in the way of quality and 
style in the Johansen organization. 
The first product manufactured by 
this company was made in McKay con- 
struction. However, during November 
of 1931, the entire equipment of the 
Barnes Shoe Company was changed 
over to make JoBo Shoes in the Ce- 


Shoe Travelers Hold Meeting 


INDIANAPOLIS, IND.—The first Fall 
meeting of the Indiana Shoe Travelers’ 
Association was held Saturday, Sept. 
17, in the club rooms at the Claypool 
Hotel. Only a very few members did 
not respond to the roll call. After the 
meeting the usual club luncheon was 
served. The next meeting will be held 
Saturday, Oct. 8, when the annual con- 
vention date will be announced. 


Makes Coast Trip 

PORTLAND, ORE.—On his first trip 
to the coast, Wm. Milius, of the Milius 
Shoe Company of St. Louis spent some 
time in making the acquaintance of his 
various dealers throughout the State 
of Oregon. He was piloted by Tom 
O’Brien, the Milius representative here. 


Hendrick Back 


Joseph Hendrick, manager Ports- 
mouth last division of Vulcan Corpora- 
tion, is back in harness after a severe 
illness which incapacitated him two 
months. He spent most of his conval- 
escent period in Brockton, Mass., Hen- 
drick’s home town. 


Territory Expanded 

ATLANTA, GA.—John Patton, of the 
Weyenburg Shoe Company of Milwau- 
kee, Wis., was a recent visitor in At- 
lanta. His territory has been expanded 
to include the entire states of Tennes- 
see and Georgia. 
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ment Process Method, so successfully 
used in the Johansen plant for a num- 
ber of years. 

Today this product is recognized as 
one of the most outstanding lines of 
beautiful light, airy style footwear to 
retail at $5.00, that can be found. 

The factory has a capacity of some 
three thousand pairs daily. Photo- 
graph shows a part of the employees 
engaged in production at this plant. 
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Holben Out 


STILLWATER, MINN.—L. T. (Curly) 
Holben, who covers the States of Ohio 
and southern Michigan for the Connelly 
Shoe Co., is now on his territory. 


Ed Hyde Severs Connection 


St. Louis—E. C. Hyde, who for ten 
years has been connected with the In- 
ternational Shoe Co., in charge of the 
women’s style department, severs his 
connection on Oct. 1. 

Ten years of fine association with 
the International Shoe were preceded 
with twleve years of styling the Wat- 
son Shoe Co.’s line. He also sold Wat- 
son shoes to the tune of over a million 
dollars’ worth annually. His first 
major connection with the trade was 
with the W. H. McElwain Co., handling 
the retail distribution of their women’s 
shoes. 

Mr. Hyde has served for a number 
of years as chairman of the Volume 
Committee at the Joint Styles Confer- 
ence sessions held in New York. 

An active shoe life in sales, in styling, 
in manufacturing and merchandising 
has given him a capacity for leader- 
ship. 

Mr. Hyde is now in the East, con- 
sidering several opportunities. 


Closes Store 


Detroit—Smith’s Smart Shoe Shop 
at 187 Michigan Avenue has gone out 
of business. 
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Sells Shoe Trees to Every Fourth Man 


After the past three years we have 
gone through, the salesman is apt to 
feel he has done a real job after he 
has been succesful in selling a man a 
pair of shoes, say for $8.50. But if 
he will only try to sell a pair of trees 
he will surprise himself when he dis- 
covers how many times he is successful. 

A man may have a lot more money 
than a salesman assumes. No sales- 
man has a right to judge what he 
thinks a customer’s spending capacity 
is, for he will almost invariably be 
wrong. It is nothing unusual for us 
to have ten or twenty panhandlers 
come in during the course of a day. 
The other day a man walked in who 
looked like a panhandler, and we were 
just on the point of telling him that 
we were sorry but we could not help 
him. Before we had a chance, he 
said he would like to buy a couple of 
pairs of shoes. He bought them and 
paid for them readily. We were em- 
barrassed even when we thought of 
what we were going to say, and this 
shows that you can never tell. There- 
fore it is very poor policy to assume 
that your customer is anything but a 
good spender. 


[’ so happens that we carry one last 
of shoe trees to fit all of our various 
styles of shoes, and it does the job very 


successfully. There is one exception 
to this rule, and that is in the case 
of moccasins. It is necessary for us 
to carry a different shaped tree. For 
this reason, we find the percentage of 
trees sold with moccasins is higher 
than the average. Although a custom- 
er will say that he has trees, as soon as 
you remark that a particular type of 
tree is needed for this particular type 
of shoe, you’ve made a sale. 

There is an old saying that men will 
follow the crowd. If you see a sale and 
see a million people crowded around, 
trying to buy merchandise, you are in- 
clined to believe that it must be good 
merchandise, and you certainly are 
more apt to buy it yourself than if 
you see no one around at all. That 
works out to our advantage in this 
particular shop where we are rather 
crowded for space, and when we are 
busy the completed sale is set around 
in full view of the customers, as we do 
not have time to put the shoes in the 
shipping department. We find that 
this tends to give us additional busi- 
ness. Where a customer sees that the 
other customers are buying trees, he 
will buy them too. 

Sometimes we practice a little mild 
suggestive silent selling by having a 
pair of trees set out in plain sight with 
a sales slip sticking in them. This 
gives whoever may be in the store the 
idea, that if someone.else has bought 





trees, the suggestion the salesman made 


(CONTINUED FROM PAGE 19) 


undoubtedly has merit. This, too, im- 
presses the customer with the impor- 
tance of trees. 

In view of the fact that a pair of 
boot trees run into a_ considerable 
amount of money, it is well worth- 
while for a salesman to spend some 
time in trying to sell this type of tree, 
as one pair of these will approximate- 
ly offset ten pairs of regular trees in 
price. 

Occasionally you will get a customer 
who will admit that he does not need 
a pair of trees. If you can spend 
some time to convince him, even if you 
have only sold him one pair of shoes, 
you will be very apt to sell him several 
pairs of shoe trees which will bring up 
your average. 

Although trees are considered find- 
ings, we find the best time to mention 
them is right after you have sold the 
customer shoes. Do not mention 
shoes, and then slippers, and then go 
back to trees, as trees as really a part 
of the shoe sale. When you sell a man 
a pair of shoes and then sell him a pair 
of slippers, he assumes that the shoe 
sale is completed, and then when you 
jump back to trees you are more or 
less reopening the shoe sale. 


Trees are so closely affiliated with 
shoes that they should be sold together. 
Trees should not be listed as one of a 
number of findings. You will find it 
much harder to go back to trees after 
you have mentioned some other findings 
after the shoe sale. You will not find 





it hard to convince a customer that he 
needs trees with sport shoes if you will 
remind him of the fact that if he cleans 
them with a liquid cleaner, and allows 
them to dry without trees, it is likely 
to be extremely injurious to the shape 
of the shoes. 

There is also a chance to get a little 
free advertising on the shoe trees. Al- 
though you happen to be a store who 
sells only a small quantity, we believe 
you will find it comparatively easy to 
have your name burnt into the tree, as 
the cost of a die is not very much 
when the benefit of such permanent 
advertising is considered. 


S OME stores go to the length of burn- 
ing the name of the initials of the 
customer on the trees. This is done 
through the means of an electric pen- 
cil which all electric supply houses 
carry. This same pencil, by the way, 
is used to burn the customer’s initials 
in shoes. 

We do feel that it is going to be very 
necessary to get these extra dollars 
during the Fall season, and in our 
anxiety to sell all the shoes possible 
this Fall it will not be very profitable 
to forget trees and various other find- 
ing items. It is apt to make the dif- 
ference of being in the “red” or the 
“black” at the end of the season. We 
would consider it pretty nice if we 
could round out every pair of shoes 
with a tree sale. 








Novel Window Tricks Get Attention 


(CONTINUED FROM PAGE 28) 


by shoe merchants, some of whom con- 
tend that the less the customer is told 
about the mechanics of shoes, their 
construction and the materials that go 
into them the better it is for the store. 
Some retailers think customers are 
bored with such details, that they take 
good construction for granted when 
they pay a reasonable price for it and 
do not wish to hear about the me- 
chanical details of the other fellow’s 
business. To a certain extent this may 
be true of women, but the evidence 
seems to disprove that it is so of men. 

About a year ago a new men’s shoe 
store was opened in a certain locality 
in New York that seemed to the writer 
not particularly promising, in view of 
the fact it specialized in a quality 
grade at prices that seemed rather too 
high for the neighborhood. Imme- 
diately after the opening, this store 
began a series of educational windows 
cn a special innersole feature in their 
line of shoes. Shoes were sawed in two 
and dissected and innersoles of the spe- 
cial. and ordinary types shown before 
and after use. There is nothing new 





in this type of display; it has been 
used over and over again year after 
year, but the windows of this store 
were surrounded by men every time 
the writer passed the store. Boys like 
take things apart and find out how 
they are made. That instinct probably 
explains why men respond almost in- 
variably to this kind of display. 

Men are interested in prices. They 
have to be. Their whole training and 
education makes them so. Don’t make 
the mistake of showing men’s shoes 
without prices. If the prices are high, 
put a quality story in the window that 
will tell the reason why. Sell the 
price with the shoe. But don’t apolo- 
gize and don’t try to dodge the issue. 
There’s no need to do that now. Hides 
have been advancing and leather and 
shoes naturally must follow. All 
grades of shoes are priced.on a basis 
that offers excellent values today. But 
when a man is asked to buy any- 
thing, one of the first things he wants 
to know is the price. Tell him—and 
sell him. 
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WHERE EMPLOYER 
AND EMPLOYEE, 
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MEET. . 2 2 2 





























SALESMEN WANTED POSITION WANTED BUSINESS OPPORTUNITY 
Coeiaergeres SALESMAN side line selling 
} gtieched x. Sows, Children’ : whose fr . 
rtment Stor 
Stores oll territories. Address Dias, care Shoe Department or YOU CAN HAVE A BUSINESS PRO- 
east, & Eee Megeveet, S57 West Som Siveet, Basement Needing income in service fees. A new system 0 


foot correction; readily learned by any 


New York, N. Y. 
one at home in a few weeks. Easy terms 








a buyer who knows his New Eng- 

SALESMEN to carry ususual line of high land. sources and ee eer I . for training; openings everywhere with 
grade wool slippers in following localities: women’s shoes—through success- an the trade you can attend to. No capi- 

Boston, Washington, Cleveland, Detroit, Chi- ful experience in buying and mer- required or goods to buy; no agency 
cago, Kansas City, St. Louis, Denver, Los chandising in large department or soliciting. Established 1894. Address 
Angeles, San Francisco, Seattle, Dallas, New store basement. Stephenson Laboratory, 21 Back Bay, 
Orleans. Outline in Letter territory now cover- ton, Mass. 
ing—Line you sell. Case lots only for depart- Communicate with me if you 
ment stores and chain stores. iberal com- want your shoe department: to 
mission. SUEDEWOOL WOOL SLIPPER operate in the low-priced fields at 
CO., Peabody, Mass. ~ mark-up with fast selling 

‘ootwear. 





Address D-143, care Boot 
Shoe Recorder, 239 West Soth 









































LINE WANTED Street, New York, N. Y. IMPROVE YOUR 
ATHOROUGHLY experienced and aggressive SALESMANSHIP 
salesman who can cover ew or ity 
and New York State, would like to secure 2 POSITION WANTED in which I can com- tal treatment of Foot dsorders ‘including the 
ine of men’s, women’s or children’s shoes. H : E . i f 
Excellent references. Write ROSS DE GROOT, —_—yeara'setailing, even sears as shoe, store mem, planned’ exproctty for saleepeogle. in the Shee 
38 Fort Washington Avenue, New York City. ager, several years accounting practice. Ability trade "to at ime intelligently the 
to create and prepare unusua attention com- 
PoruLan poset ine, of wanes yo pelling rtd displa a | png Be AMERICAN SCHOOL OF 
and men’s dress welts wanted for Detroit ress care corder, MASSAGE & MECHANO THERAPY 
ccini 239 W. 39th St eet, Ni York, N. Y. 
aaa ee pe spcinaei tet ate 56 East 34th St., N. Y. C. 
e begins Oct. 15th ont runs Monday and 





Toursdsy cronings from 8 to 10. Phone Cale- 
donia 5-8850. 


ee $50 including diploma of 
FOR SALE A THOROUGHLY experienced buyer and Completed Course. 
manager who can do — in none na 
artment or store is open for a new position 
GOING rubber cement business. Company's Excellent background and references. ROSS 
product enjoys reputation for quality. DE GROOT, 38 Fort Washington Avenue, 
Steam, water and electric power. Address New York City. 
D-147, care Boot & Shoe Recorder, 140 Federal 
Street, Boston, Mass. 
HIGH CLASS shoe store for sale, with the WANTED TO PURCHASE 
best reputation in the city. Buyer must . 
have between $7,000 and $8,000 in cash® Ad- WANTED TO PURCHASE 
dress D-145, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 
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We will pay the best price for lo 
surplus stocks of shoes. Our outlet 


your surplus or entire stocks of shoes, 





‘We will buy from manufacturers, 
bbe 





FOR LEASE general merchandise or department enables us to handle large and 

— Leases a 2 Call small quantities. 
Lica Shoe Department. On account of All matters strictly confidential. ‘ KIRSCH-BLACHER CO., INC. 
death of former J ane ging mgr shoe I. SIMON CO. 590 Broadway New York 








business—commissi stock b 
a a DEPARTMENT STORE, wr 101 Reade St., New York City Phone CAnal 6-4298 and 4299. 
Fla. Phone Worth 2-5922 Est. 1880 






































CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge 
$1.25. ee ee en L dubed taates wanks chau be.elaed toed ae: In all other cases each 
word of the address should be counted. 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 

Classified advertising is payable in advance. 

tf Advertisements for this page must be in our New York office on Friday of the week preceding publication. ®& 











When writing advertisers please mention Boot and Shoe Recorder 
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SHOE DEPT. WANTED 


MERCHANTS’ NEEDS 








TPT 





WANTED: Desirable Shoe Department by 

live operator, in ready-to-wear or depart- 
ment store, within a radius of 200 miles of 
St. Louis. Address D-141, care Boot and Shoe 
i. cele 239 West 39th’ Street, New York, 





RECORDER 





MERCHANTS’ NEEDS 








TRL TASS RO PAN 





hat Sha LOL? storsts 














NEW MODERNISTIC 
TICKET 


With or without “SALE” im- 
print. 
Carried In-Stock 


Any assortment desired. 
Samples on request. 





Coral background, orange and black trim, 
black printing. 


PRICE: With “SALR”’ — 
$1. 


Celluloid Profit Chart (Pocket Sise)—FREB 
—with order of 24 dozen, 


In-Stock—37 ‘‘SALE!’’ denominations. 
In-8Stock—93 denominations with design only. 
15¢. per dozen additional for odd-price tickets 
ordered and not in stock. 


(Check with Order, Please) 
Merchant’s Service Dept. 


Boot and Shoe Recorder 
367 W. Adams St., Chicago, Ill. 








Window Display 
CARDS for 
SEPTEMBER 


Here’s a guna comment: “We find your 
eard wy vl very valuable and indis- 
e. 

















Colorful, Artistic 
14 Different Texts 
to Select from 
Cards 7 x 12—3 colors 
Price Tickets Included 


Special Introductory Service 
3 cards, with blank tickets 
without card holders... .$1.50 


per month 

7 Card Service... .. $3.00 

- 9 Card Service..... 4.00 
13 Card Service..... 5.00 


Card Holders Supplied 
Samples sent on request. 


Merchants Service Dept. 
BOOT & SHOE RECORDER 


367 W. Adams St. 
Chicago, Ill. 











Shoe Pictures Dominate Ads 
(CONTINUED FROM PAGE 36) 

with numerous shoe illustrations and 
sales impressions were difficult to reg- 
ister. Now it is possible for the read- 
er to concentrate on a few styles, study 
them if the shoe is styled with the ac- 
ceptance of the consumer’s wants, the 
possibility of consummating a sale is 
greatly increased. 

The ingenuity of the artist through 
effective pen treatment to reproduce so 
perfectly the texture of materials has 
been responsible to a large degree for 
the present sizable illustrations. So 
fine are some of the line drawings that 
when reduced to size they can scarcely 
be identified from half-tones. 
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Advertising studies made to deter- 
mine the reading habits of consumers 
have revealed that less time is being 
given lengthy descriptions and super- 
fluous details to advertised merchan- 
dise. Pictures tell a story with more 
intensity and rapidity, making the arti- 
cle advertised a living object when re- 
produced in large size. 

Another interesting observation in 
advertising is the placement of the shoe 
in the layout. For the most part it is 
usually shown at an angle. If a num- 
ber of shoes are shown all are pointed 
in the same direction. This gives bal- 
ance to the ad and distributes the 
spots of color more evenly. Black 
spots contrasting with white areas pro- 
duce unsightly relations, destroying 
the even balance of the layout. Avoid, 
if possible, when covering a large unit 
of space undue emphasis which con- 
stantly keeps the eye on the jump. 
Failure to have the eyes and mind rest 
upon the various units in the ad re- 
tards the selling effectiveness of the 
copy. 

Equally important in the layout fea- 
turing large illustrations is the judi- 
cious use of white space around the 
shoe. More progress has been made 
in this direction in shoe advertising 
than in any other of its important ele- 
ments, The natural result is that it 
appears larger to the eye than it really 
is, the same as a large building, set 
away from other structures where its 
relative size cannot be determined. If 
it were placed alongside of other build- 
ings equally high or slightly smaller 
its heighth would not be so obvious. 

The description of the shoe in this 
new spirit of footwear advertising is 
dwarfed, with brief copy, and price not 
too strongly displayed. If general 
copy regarding the types or style 
trends is to be included in the ad, they 
are handled in editorial fashion. 





Opens Rubber Store 


PORTLAND, ORE.—The Goodyear Rub- 
ber Products Company opened in Sep- 
tember an exclusive rubber products 
store at 312 Washington Street, this 
city, featuring rubber footwear, rub- 
ber-sole shoes, and sports models, as 
well as other rubber lines. 





Hunter Moves 


NEw BriTAINn, CoNN.—Hunter’s Shoe 
Outlet, retail men’s, women’s and chil- 
dren’s shoe store, operated by Charles 
Hunter, has announced plans to move 
from its present address at 332 Main 
Street to a new location at 367 Main 
Street about Oct. 1. 





New Red Goose Store 


FREMONT, OHIO—Gene’s Red Goose 
Shoe Store, located at 111 South Front 
Street, was formally opened recently 
by Eugene Gabel, who was manager of 
the Kroh Shoe Store here for 10 years. 
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BOOTS AND SHOES 


Alden, C. H., Co., Abington, Mass......... 43 
Athletic Shoe Co., Chicago, Ill............. 52 
Ault-Shackford Co., Auburn, Me........... 47 
Bass, G. H., & Co., Wilton, Me............ 52 
Brooks Shoe Mfg. Co., Phila., Pa........ 54, 56 
Capesio, New York City......scccssccccecs 54 
Chase, W. S., & Sons, Haverhill, Mass..... 52 
a bewe Shoemakers, Inc., Cedar Grove, 
seéhe 06660900 0060s Geunleeswegccess 50 
cian, penne & Sons, Inc., E. Weymouth, ae 


Colt-Cromwell Co., Inc., New York City... 40 
a ng J. M., Shoe Co., South Braintree, 
Milwaukee, 


is Shoe Mfg. Co., So. 


Ebberts, John, Shoe Co., Buffalo, N. Y..... 50 


Edwards, J., & Co., Philadelphia, Pa., 
Back Cover 


Evans, L. B., Son Co., Wakefield, Mass.... 52 


Freeman Shoe Corp., Beloit, Wis.....2nd Cover 


Freeman-Thompson Shoe Co., St. Paul, 
Bs. cnscccercecvesesccovevscsoces eves 52 
— Hill Bros. Co., Hudson, Mass.............. 10 
Kendall Shoe Co., Haverhill, Mass......... 54 
Kri dorf-Ditt Co., Cincinnati, Ohio 41 





Minor, P. W., & Son, Inc., Batavia, N. Y.. 23 


Nettleton, A. E., Syracuse, N. Y........... 48 
Norridgewock Shoe Co., Norridgewock, Me.. 54 
O’Donnell Shoe Co., St. Paul, Minn....... 41 
Old Colony Shoe Co., Brockton, Mass...... 48 
Packard, M. A., Co., Brockton, Mass....... 48 


Peters, Branch of I. 8S. Co., St. Louis, Mo.. 37 


Richards & Brennan Co., Randolph, Mass.. 48 
Roberts, Johnson & Rand, St. Louis, Mo... 35 
Roth Shoe Co., Philadelphia, Pa............ 56 


Smith, J. P., Shoe Co., Inc., Chicago, Ill... 50 
Stacy-Adams Co., Brockton, Mass.......... 48 


United States Rubber Co., New York City, 
Front Cover 


Vitality Shoe Co., St. Louis, Mo........... 1 


=~ een Shoe & Tanning Corp., Rock- 
PN PEs a discesinss extatercvdcedtshens 39 
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A BUYING GUIDE TO 
OUR ADVEIATIZVERY 


IN: TRIS 


FALE ~«... 


<< 





LEATHER AND OTHER MATERIALS 


Armstrong Cork & Insulation Co., Cork 
Division, Lancaster, Pa. 


Eisendrath, B. D., Tanning Co., Racine, 
Wis. 8 


ORR ee meee eee e ee eeeeeeeeeeeeeee 


Levor, G., & Co., New York City.......... 2-3 
Lima Cord Sole & Heel Co., Lima, Ohio... 29 


Ohio Leather Co., Girard, Ohio............ 7 


Rapco Leather Co., So. Milwaukee, Wis.. 


Surpass Leather Co., No. Phila., Pa........ 51 

Young Co., Richard, New York, N. Y...... 51 

Ziegel Eisman Co., Boston, Mass........... 51 

MACHINERY, LASTS, MFRS.’ SUPPLIES, 

DRESSINGS, ETC. 

United Last Co., Boston, Mass............. 6 

—— Shoe Machinery Corp., Boston, 
Cpesesadeccchesepeee 46, 53, 3rd Cover 


SHOE ACCESSORIES 


Scholl Mfg. Co., Chicago, Ill............... 49 
Shoe Lace Co., Lawrence, Mass........... 44 
Williams Mfg. Co., Portsmouth, Ohio...... 50 


SHOE STORE EQUIPMENT 


Shoe Form Co., Auburn, N. Y.......... 48, 55 
MISCELLANEOUS 

American Weekly, New York City......... 5 

Hotel Berkshire, Reading, Pa.............. 55 

Hotel Lexington, New York City.......... 40 


Kirsch-Blacher Co., Inc., New York City... 60 


Mandel Engraving Co., Milwaukee, Wis.... 61 


Simon, L, Co., New York City............+ 60 
Stephenson Laboratory, Boston, Mass...... 60 
The Hollenden, Cleveland, Ohio........... 55 
The Mayflower, Akron, Ohio............... 55 
The Neil House, Columbus, Ohio.......... 55 





Fashion Sidelights 
[CONTINUED FROM PAGE 15] 


be used in combination with black and 
blue and in gray water-snakes for all- 
over styles aimed at the volume mar- 
ket. Several tanners are going to pro- 
mote navy blue shoes for gray clothes 
as a follow-up of the brown-and-gray 
combination. Gray stitching—metallic 
patent piping—and the 60/40 combi- 
nation are their three best ideas along 
these lines—and very good ideas they 
are! 

In a very few shoes or pullovers 
shown in the various booths, in a com- 
ment made by Mrs. Rorke in her talk, 
in the opinions of leather stylists of 
two important tanners, we have the 
suggestion of a radically new color 
idea in shoes. It’s the bi-color shoe 
shown in sketch at the head of this 
article. It’s the shoe that follows 
out the 60/40 eolor combination we 
talked about last week (see page 21 
of the Sept. 24 issue) and first men- 
tioned in the Paris opening issue. 
It’s the shoe, say reports from the 
French resorts, that was worn in black 
and white, brown and white, and other 
color combinations, with chiffon and 
crépe, semi-formal dresses. It’s not a 
sports shoe, but rather the counterpart 
in a formal type, with lighter lines and 
heels of the tip-and-foxing, brown-and- 
white spectator shoe we know so well. 

In street colors (such as beige and 
black, gray and blue, rust and brown) 
it has appeared in custom collections 
here and abroad. In white with con- 
trast, it is expected to do great things 
in more general summer collections. It 
may easily be the means of bringing 
the strap shoe back into prominence 
because it opens up a whole new field 
of design possibilities to the shoe stylist. 

Watch the 60/40 shoe and if you’re 
a fashion leader in your city, the Palm 
Beach season isn’t a bit too soon to 
play it up. 


O. Sussman Starts 


PORTLAND, ORE.—The People’s Shoe 
store at 169 Fourth Street was opened 
August 15 by O. Sussman. Mr. Suss- 
man has been on the George L. Green- 
field staff as buyer for Lyman’s shoe 
department. recently and previous to 
that operated a shoe store at Fourth 
and Alder Streets 14 years. 


When writing advertisers please mention Boot and Shoe Recorder 











Boot anp SHOE RECORDER 
combining THE SHOE RETAILER, Oct. 1, 1932 





63 


Retailers See Better Outlook 


[CONTINUED FROM PAGE 41] 


Now to jump to southern Kentucky in the Cumber- 
land Mountain section while we interview Paul O. 
Campbell, the shoeman with T. H. Campbell & Bros., 
in Middlesboro. He is firmly convinced that it is go- 
ing to take the cooperation of all concerned to make 
the ‘forgotten man’ shoe conscious. To quote: 


“A lot of the reason why the men’s shoe business 
is as it is today I believe can be laid to the fact that 
the shoe people have forgotten the man—and have 
him listed as ‘the forgotten man’—the wage earner, 
who has had a wage cut to the bare necessities of life, 
and is making out on the shoes he has, doing without 
to give his family a chance. 

“These men are the ones whom we must not forget, 
as soon as they will be in position to buy and buy and 
buy. For the coming season I believe that to create 
a market on men’s shoes, the hook-up with national 
advertising, on lines carried, will be a big factor, as 
most of the national advertisers are offering shoes of 
quality at prices most men can afford.” 


Paul Barcroft has the shoe 


department in the Zachry Clothing store, Atlanta. His 
volume price is around the $10.00 mark, but he be- 
lieves there is a general feeling that we will see a 
change to a better shoe business this Fall. 


“I have felt some effects already and I firmly be- 
lieve that we have reached bottom and will see an in- 
crease for the stores that are prepared. By being 
prepared, I mean simply this: we have all been going 
at a terrific pace, working harder than ever before 
to keep our heads above the water. It will be a nat- 
ural thing for some to let down at the first signal of 
better times, but in order to profit by any increase we 
will have to keep plugging and those who do will 
profit, while the others will be wondering why. 

“The men’s shoe business has been tough for you 
could not depend on your customers. In fact, we 
haven’t had any ‘regular’ customers to speak of, be- 
cause they have bought from any store where they 
thought they could get a bargain. I think this condi- 
tion will change this Fall as the public is just about 
fed up on so-called bargains. The men who have 
been accustomed to good shoes are going to buy them 
again. So it is up to the retailer to display better 
merchandise and attract the millions of ‘floating’ cus- 
tomers. Therefore, I say that our final spurt is the 
hardest job, but it is the one that will profit the most. 
So it is needless for me to say what I am going to 
do to get more shoe business.” 


A different tone is expressed by C. R. Nelson, who 
has a good shoe store in Hodkins, Minn. 
“Regrettable though it may be, we look forward to 


a tendency to sell more of our lower priced men’s 
shoes for Fall. Of course we are going to do what 
we can to sell our better grades, but we can’t help but 
feel that when this business is all in, our records will 
show that too big a percentage was done on the low 
end of the line.” 


In Cincinnati Edward C. Orr 


of Potter Shoe Co., looks after the men’s shoes there. 
From this source comes this positive message : 


“We do sense a definite trend back to quality in 
men’s shoes. We have had several customers in re- 
cently who had left us and gone to cheap shoes with 
the idea of economizing, and who are now coming 
back to their regular grade of footwear, convinced 
once again that it is more economical to buy good 
shoes and get more personal satisfaction as well as 
wear from them. This, we feel, is very encouraging, 
for it is probably the beginning of a new interest in 
men’s shoes.” 


Now to the capital city of Tennessee, Nashville, 
while we visit with Allen H. Meadors, who states: 


“T do believe that we may expect better business in 
men’s shoes this Fall than for several seasons past. 

“The average man has denied himself the luxuries 
and in many cases the necessities of life on account of 
the thought—if not the real fact with him, that times 
were hard. 

“He has rebelled at prices in the past, but now that 
is gone, and he feels that he can and will get good 
shoes at a moderate price. 

“Men will find themselves in buying power to a 
greater extent than in several seasons past, and sup- 
ply their needs. 

“I welcome the thought of a better men’s business 
this season, and surely have faith that the thought 
will prove a reality.” 


And on to Mobile, where 


J. S. Arnold tells us: “We are selling a great many 
more men’s shoes than we did, say three years ago. 
The price is somewhat less, for now the majority of 
our trade does not seem to care to spend over $5.00.” 

V. H. Cooper, who buys the men’s shoes for T. S. 
Martin Company, Sioux City, Iowa, says: 


“In these days of decreased incomes most men are 
buying on a price basis and the store that successfully 
creates the impression that it has real values is going 
to get its share of the business. This has been proved 


in our case because since we have added the popular 
price shoes, a year ago in August, our sales to July 
1 were ahead in volume of dollars and, incidently, far 
ahead in pairs.” 
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The Shoe Merchants 
of America 


like to see your line on display in the 
RECORDER, they like to have their 
memories refreshed about your policies, 
the niche into which your grade fits, see 
your new offerings quickly, and to have 
their faith and buying judgment con- 
firmed if they are now doing business 
with you. 

Cards on the Table, so to speak! What 
is said about your line in the RE- 
CORDER carries conviction, because it 
is said where all may read. 


It aids your road salesmen, makes their 
work more effective. It sells institu- 
tional strength policies and integrity, 
and KEEPS you in the forefront of trade 
acceptance and good opinion more effec- 
tively than any other form of the 
printed word. 

Creating and multiplying confidence and 


acquaintance of your house and line, 
you SELL more and easier. 








Boor AND SHOE RECORDER 


In the Present Readjustment 
of Business 


RECORDER advertising yields the manufac- 
turer the following sound values, at lower 
cost than can be had from any other vehicle 
used for delivering important selling mes- 
sages to 80% of the buying power of the 
industry :— 

Exert a psychological effect upon competi- 
tion. Develop the morale of your sales force. 
Add new outlets. 

Keep present dealers sold. 

Promote your dealer merchandising service. 
Show the effectiveness of your national ad- 
vertising. 

Develop and increase the prestige of your 
line. 

Keep your name, and the service you offer, 
prominently before the trade. 





THE BOOT & SHOE RECORDER 


239 WEST 39th STREET, NEW YORK CITY 


Branch Offices: 
CHICAGO ; 
367 West Adams St. ST. LOUIS BOSTON PHILADELPHIA 
Telephone: Randolph 9451 1627 Lecust St. 140 Federal St. N. W. Corner S6th and Chestnut Sts. 


ROCHESTER 
S12 Exchange Place Bldg. 


When writing advertisers please mention Boot and Shoe Recorder 


CINCINNATI 
501 First Nat. Bank Bldg. 
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beak —— ROMANY 
ng oR Sea $435 4519 Havana Brown Kid $3.65 
Supreme 7% 15/8 Covered Blvd. Heel Waldorf Last, 18/8 Covered Louis Heel 
AAAA 6- AAA 5-9 AA rt 7 9 : 

A rs B2%-9 
*3351 Same in Black Suede 
*3353 Same in Havana Brown Kid. 4. 60 

*Stocked in AAA to C only 


FAST-SELLING IN-STOCK Styles 


IN BROWN AND BLACK KID 


These beautiful styles in kid are fast movers. Because they bear the selling 
advantages of Queen Quality’s authentic styling, finer fit, quality materials, 
and better workmanship, backed up by Queen Quality’s extensive national 


advertising campaign. 
Featured to retail profitably at $6.00, Queen Quality offers a decidedly 
attractive mark-up on a sound, versatile, well-balanced tine of quality 


shoes. Deluxe models $7.50 and $8.50. 


To dealers, Queen Quality means larger volume, quicker turnover, more 
net profit, due to greater concentration and invaluable IN-STOCK 
Department Service. » * * + + + + White for catalogue. 


QUEEN QUALITY SHOE COMPANY ; ST. LOUIS, MO. 


Branch of International Shoe Co. 


4357 Havana Brown Kid_with Brown 

Patent and Genuine Lizard Trim. . .$3.65 

Waldorf Lest, 18/8 OR | Louis Heel 
AAA 5-9 AA 4 


rs t7 
B3%-9 3%-9 
4355 Same in Dull om Kid 
4358 Same in Black Suede with Black 
Patent and Genuine Lizard Trim. . .$3.65 


REG.US. PAT. OFF. 


SYLVIA Super Flex 

3370 Dull Black Kid, Gun Metal Lustre ne 

and Genuine Lizard Trim $4. 

Supreme Last, 15/8 Covered Cuban Heel 

MOLDS GP AAA 5-9 IAS 
A4-9 B3%-9 c3 


Goodyear Welt 
9542 Havana Brown Kid......... $3.65 
Argyle Last, 15/8 Covered Cuban Heel 
AAAA 6-10 AAA5%-10 AA5-10 
A4%-10 B3%-10 C3%-10 D4-10 
9540 Same in Dull Black Kid 


NATIONALLY ADVERTISED IN VOGUE + HARPER’S BAZAAR + LADIES’ HOME JOURNAL +» WOMAN’S HOME COMPANION 





Vol. 102, No. 5. Published every week b: Shoe Recorder Publishing Company Division of United Business Publishers, Inc., 239 W. 39th St., New Yor'! Y. 
Entered as second class matter Sept. 10, 1325. “at the Fost Office at New York, N. ¥., under the act of March 3, 1879. Subscription price, $3.00 pr year. Printed in uy. N. A. 





The streams quicken § 


trails BF open forth. The fair- 
-— Bigg 


ways spa rkle 4 


to the aallate brings 


a new member of the famous fam- 


ily of Norwegian Calt ze - » the 


= 


blonde Ne. BB. whose vegetable 
tannage makes its eeler proot 


against months of wedre cleaning. 


Ul 


and rgin. The sturdy, pliable new 


leather for the NEW sport shoes. 
GALLUN LEATHERS 


A. F. GALLUN AND SONS CORPORATION 
MILWAUKEE WISCONSIN 


ALWAYS STANDARDS OF EXCELLENCE 


When writing advertisers please mention Boot and Shoe Recorder 
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What Successful Buyers 
think of 


Y 


TRADE MARK REG. U.S. PAT. OF F 


and the 
New Seamless Quarters 





Burgess SJuienile Shoe Shap 
Specialist in Shoes - - Cradle to College 
Fitting of Shoes by X - Ray - 
in dway Arcade - - di and Maiden Lane 
Dial 4- soit 
Albany, New York 


August 18, 1932. 





Gilbert Shoe Co., 
Thiensville, Wis. 


Gentlemen: 


It is now going on four years that I 
have used Kalisteniks for my top grade line 
of children's shoes and always with perfect 
satisfaction. As I look back and see the 
many exclusive features that you have built 
into the shoes, together with the improved 
workmanship, it is no wonder that I have 
increased my business with you right along. 


Your new Seamless Quarters are without 
question the greatest advancement in my 
experience with Children's Shoes. They not 
only fit, but they give that "Last Word" in 
looks and give us a wonderful "Tie-up" in 
talking the features. The individual 
retailer needs exclusiveness more today than 
ever, and Kalisteniks will do just that. 


The In Stock Department is perfection 
itself. My Sizeups go in every week and it 
is rare that you have held me up on a single 
pair on a stock shoe. 

I appreciate the cooperation you have 
given me in every way and am glad to recom— 
mend Kalisteniks to any retailer who is 
interested in building a solid foundation 
under his Children's Shoe department. 


Very truly yours, 


NN 20a R Barges 











THE GILBERT SHOE CO. 
THIENSVILLE, WISCONSIN 


New York Office Ca) Los Angeles Office 


425 Marbridge Bldg. 327 Grosse Bldg. 
New York City Los Angeles, Cal. 


WILLIAM R. BURGESS 


BULB SHAPED HEEL 
PAT. PNDG. 


Seamless Quarter 
“KALI-STEN-IKS” 
provide you with 
a strong selling 
feature actually 


visible to the wearer. 


The heel fits snug 


because it is bulb shaped. Not a single 


seam in the quarter. 
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QUALITY STARTS 


IN THE SOLE OF THE 1 





Every dollar invested in shoes without careful consideration of fun- 

damental values is pure speculation. The fact that shoes have style is 

no guarantee of fundamental values. If the shoe’s parts and construc- 

tion have your confidence and style is suited to the times and trade, 

then money invested may be expected to turn readily at a profit. 

No estimate of fundamental values can be correct which leaves the 
This chart represents a side quality of sole leather out of the reckoning. Don’t pay the penalty 
tater The post, used of poor sole leather. 


BRAND" SOLES is about KISTLER'’BENCH BRAND’ 
SOLE LEATHER 


13% of the whole side 

is the finest tannage on the American market. Only 13% of a whole 
side of leather is worthy of classification as “BENCH BRAND.” Its 
days of wear per iron sets a record for endurance. A water resisting 
feature adds to its desirability. Here is a contribution to the health 
of the public. It offers an impressive and activating consumer sales 
appeal. Buyers of dress, sport and heavy duty shoes will see the wis- 
dom of confining their purchases to those lines which offer the ad- 
vantages of Kistler “BENCH BRAND” Leather Soles. 


Write us for the names of shoe manufactu: king shoes that 
carry KISTLER “BENCH BRAND” ‘LEATHER SOLES. 


KISTLE LEATHER COMPANY 
EE MASS: 


When writing advertisers p’ -se mention Boot and Shoe Recorder 











Boot AND SHOB RECORDER 
combining THe SHOE RETAILER, Oct. 8, 1932 








A WEAK Inner Longi- 
tudinal Arch can now 
be held in a normal 
position with comfort to 
the shoe wearer. 


Banker 


S056 Bik. Ruby Kid Bl 
i y u. Ox. Arch Support 
S56 Same as above in high shoe. 


Scientific Arch Construction That 
Gives Perfect Foot Balance 


The Musebeck Arch Support Insole shoe after five years 
of testing by many of America’s leading shoe dealers, 
has proven every claim made for this shoe. 


Combination 


The Musebeck Arch Support Insole shoe straightens 
up any foot with a weakened inner Longitudinal con- 
dition. It does not rob the shoe of any inside measure- 
ment. It is not an appliance but a shoe built on spe- 
cially designed last that will hold a weak foot in a 
normal position giving uniform distribution of body 
weight over bottom of foot. This shoe does not jam 
the nerves or blood stream in the sensitive part of the 
inner arch. It is a form to hold the foot in a natural 
position relieving all foot strain. 


S060 Blk. Ruby Kid Blu. Ox. Arch Support 
Insole. 
S60 Same as above in high shoe. 


Place the Musebeck Arch Support Insole shoe on all 
Brouwer Research No. 100 Z aE? 
$0170 Bik. Ruby Kid Blu. Ux. Arch Support men who have a weak inner Longitudinal arch con- 
= dition. You will receive a happy reaction from these 
men and you will find it profitable business. 


All oxfords and shoes made with the Arch Support 
Insole are priced at $4.85 less 5% discount 20 days, 
39 days net. 


Danville Ilinoia 


SHOE 
Wear 


Orthopedic 

8070 } soot Ruby Kid Blu. Ox. Arch Support 
nsole. 

S70 Same as above in high shoe. 
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WINGFOOT 


Copyright 1982, by The Goodyear Tire & Rubber Co., Inc. H E E L S 
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Everybody knows from expe- 
rience that certain names stand 
for quality in shoes. A good 
name is the greatest selling 
asset a shoe can have. 


If you check on that, you must 
agree that two good names are 
better than one—that a second 
good name is a proof of extra 
value. 


That is why it pays to add the 
name Goodyear — the greatest 


TUNE IN: 
Goodyear invites you to hear the 
Revelers Quartet, Goodyear Concert- 
Dance Orchestra and a feature guest 
artist every Wednesday night, over 
N. B.C. Red Network, WEAF and 
Associated Stations 


bad 
‘ 


name in rubber. It is a name that 
means highest quality to millions. 


Evidence of that is the fact that 
more people walk on Goodyear 
Wingfoot Heels, more people 
ride on Goodyear Tires, than on 
any other kind — millions more! 


With such overwhelming public 
confidence in this one name, why 
isn’t it smart business to have 
its extra selling power behind 
the shoes you sell? 
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CHESTNUT BROWN 


A light, Spring brown with a slightly 
red cast especially suitable for Spring 
oxfords and ties. 


COLOR 


26 
CHOCOLATE BROWN 








FRE PEE ga eer ate Ce aU M RONEN ORIEN ee POS EEC bie Sa any 







(INDIES) 
A staple, safe brown for year round con- ie 
sumption. 4 
COLOR 





29 
NEGRE BROWN 


(CINDER) : 
A very dark brown suitable for high 
style shoes only. 


COLOR 


10 
GOLDEN BROWN 


A staple, light brown suitable both for 
volume and custom trade. 










For Men’s Shoes 


COLOR 


20 
TANGIER BROWN 


(BOURBON) 
A most popular shade for men’s shoes. 









“Quaker City” Kid has always borne a reputation 
for value, service, and general appearance above 
the average. 


That is because Quaker City ideals have always 
been the highest—they remain unchanged today. 


ALLIED KID 
COMPANY 


QUAKER CITY DIVISION 
519 W. HUNTINGDON STREET 
PHILADELPHIA 
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